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A GROWING 


A growing business, literally and figuratively, is agri- 
and 1948, according to the U.S. Depart- 
ment of Agriculture, was the biggest year in the 


culture ... 


nation’s history. Record production was scored by 
corn, peanuts, pecans, and soybeans: near-record pro- 
duction was scored by citrus fruits, dry beans, flaxseed, 
oats, rice, sorghum, and wheat; and above-average 
production was scored by barley, cotton, hay, hops, 
potatoes, sugar beets, sugar cane, tobacco, apricots, 
cherries, grapes, and peaches. 

The processing. packing, packaging, marketing, mer- 
chandising, and advertising of these nature-made prod- 


THE MEAD CORPORATION e- 


GRAPES 






























SUGAR BEETS 


BUSINESS 


ucts required a bumper crop of almost as many varieties 
of paper and paperboard. 


It is our business, as “Paper Makers to America,” to 
grow with the growth of American industry, which is 
demanding more and more Mead Papers of the Mead, 
Dill & Collins, and Wheelwright lines 
in paper today.” 





“the best buy 


*& *& & Mead offers a completely diversified line of papers in colors. 


substances, and surfaces for every printed use, including such famous 


grades as Mead Bond; Moistrite Bond and Offset; Process Plat 


Wheelwright Bristols and Indexes; D & C Black & White; an‘! 


Printflex Coated Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


“PAPER MAKERS TO AMERIC 
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\ ook: my secretary 


set the type for this ad! 








: If you think type setting is a job for only a 
e print shop, you’re mistaken. This ad proves it. 





















My secretary set all the type for it on a Vari- 
Typer—right there at her desk. And she did it 
in 10 minutes! 

Look how all of her lines come out even. 









You see, Vari-Typer spaces out each letter CHANGEABLE TYPE, Hundreds AUTOMATIC JUSTIFIER, As the 
and word automatically—my secretary doesn’t of different faces, instantly copy is typed this mechanism 
: ' changeable, in sizes ranging automatically calculates and in- 
have to make any calculations. And notice how from 5% to 12 point, Each font serts the necessary spaces mak- 
this type face differs from the type under the contains all characters. ing all lines come out even, 


pictures on the right. There, man, is a slick 
little trick, exclusive with Vari-Typer. With a 
mere twist of a knob, the little lady can in- 
stantly change the type to any one of hundreds 


Cc 


different faces...in all languages, too. Yes 





it, she can do a real professional typography 





b with Vari-Typer! LINE SPACING. Instantly change- STANDARD KEYBOARD, Any 
That’s why we use Vari-Typer for all of our able gears for “‘leading-out’’ or competent typist can quickly 
' line-spacing permit copy to be learn to operate a Vari-Typer. 

rinted matter—sales booklets and pamphlets, set solid or spaced out to any The keyboard is similar to a 
italogs, house organs, programs, newspapers, desired depth. standard typewriter, 


1 fact, any printing job we can do by hecto- peewee e enn eee e555 8 888885" °"". 








2 -aph, direct-to-plate, stencil, offset, and other | RALPH C. COXHEAD CORP. 333 Avenue of the Americas | 
' ‘ocesses. Our Vari-Typer paid for itself in no | _— oe — ” 
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new names 
people get born, 
grow up, get 
married, go into 
new businesses... 


new markets 
got a new 
product? gota 
new use for your 
old product? 


new addresses 
people move, set up 
new homes, go 
places, form new 
shopping hat'ts... 


new ideas 

if you have one—and want to tell 
people about it—call Dunhill. 
for lists that reach the rich, the 
poor, the industrious, the lazy, 
the manufacturer, the consumer, 
the young, the old...for new .and 
accurate lists that reach 
everybody, everywhere, here or 
abroad—call Dunhill. 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE, NEW YORK 
PLAZA 3-0833 

412 WEST 6th STREET, LOS ANGELES 
VANDYKE 4447 
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istinctively different 


. . » NO two fingerprints are 
alike... there is something 
that makes each and everyone distinctive- 
ly different. This should be true of the 
envelope you use for your next mailing. A 
plain white envelope is altogether too 
commonplace .. . it does not possess 
the eye appeal so essential in direct 
mail. By using an attractively colored 
envelope, you can throw off the shackles 
of commonness. Let Cupples help give 
your mailings more attractiveness by pro- 
viding you with our envelopes of person- 
alized appeal. Your customers and com- 
petitors alike will praise you for your 
good taste. 






UPPLES ENVELOPE CO., INC. 
360 FURMAN ST., B'KLYN 2, W. Y. 
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NOTES 


DEPARTMENT 


> \ 00 PROJECT of building an 


adver ong mailing list should be com- 
plete y now. Begun on November Ist 


by | en H. Donnelley Corporation. 
350 F Cermak Road, Chicago 16, Illi- 


nois . this tremendous canvass will 
resull a list of every family dwelling 
of a manent nature within Chicago’s 
bord Transient quarters will be the 
. r *« 9 

only - omitted. This’ll enable coupon 
and ple mailing to entire permanent 
Chics population ... something never 
possil before. New York was com- 
pletec ‘ast May at a cost of $100,000. 
Sixty onvassers, and about eighty com- 
pilati... clerks and typists ... make up 
rank- this canvassing army. 

i | 

ee 


PL \SCREWING THE INSCRUTA- 
BLE” is one of the cleverest little (5” x 
7) booklets seen in Reporter office for 
some time. Mailed to all users of Elliott 
Addressing Machines . . . by Harmon 
Elliott. president of the Cambridge, Mas- 
sachusetts company. Graphic explanation 
of eight Elliott (Daddy Sterling and son 
Harmon) inventions (knot-tying machine 
and low-wheeled trotting sulky are two). 
plus a list of their 212 Elliott patents. 
Reproductions of illustrations that ap- 
peared in their 1888 catalog . really 
cause giggles. Try and get your hands 
on one of these 64-page booklets. 


JJ 


> A CONTROLLED MAIL STUDY that 
took nearly half an hour to fill out .. . 
has pulled a 31.7% return for James 
Hotel Company of Oklahoma City, Okla- 
homa. The purpose of the two-page 
questionnaire was to find out what was 
good and bad about their hotels. Market 
research by Gibson-Norman. Liberally 
sprinkied with cartoons, the covering 
letter and the questionnaire classified the 


patron. frequency of visits, purpose and 
his rooting of such services as dining 
room. beauty and barber shops. valet, 
laund:y and room service. Top three 


in complaint column were excessive pres- 
‘ure (or tips, misplaced reservations and 
high od prices. President Dan James 
“aid “\e hotels would immediately start 
plan- ‘or improved services. 


— 
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>|) ‘B ODZA of Dunhill List Com- 
pan’ 565 Fifth Avenue, New York 7, 


N. Y. recently received a request for a 
list he couldn't furnish . .. a list of left- 
handed women. Surely this one couldn't 
have been missed. If anyone knows of a 
source ... let us know. 


o@ 


> IN AN INTERESTING contest, the 
Midland Pipe and Supply Company, 2829 
South 61st Court, Cicero 50, Illinois 
tabbed an 88 per cent return. Recipients’ 
problem was to guess how many electoral 
votes the winning presidential candidate 
will receive. A one-page letter explained 
contest with two reminder posteards 
bringing up the rear. Anyone of the 650 
names contacted ... could cash in on the 
$500 worth of prizes. Complications arose 
after the elections . . . when the Dixie- 
crats went to the Democrats and the 
electors didn’t vote. So a fourth mailing 
was sent out asking all to wait till Jan- 
uary ... when returns would be in. 


eee 


> THE FIRST REVISION of the “Di- 
rectory of Mailing List Houses” since 
1941... is now available from the De- 
partment of Commerce. Washington 25. 
D. C. Costs 10c. Tt lists the names and 
addresses of the 41] firms which answered 
the Department’s request for information. 
Grouped by state and city. together with 
brief descriptions of lists. Supplemented 
by index classifying the firms ... as to 
type of list. An 18-page booklet. 


rE 
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&® KINSEY DISTILLING CORPORA. 
TION. Linfield. Pa.. has been having a 
grand time cashing in on free publicity 
given them by Dr. Alfred Kinsey’s 
“Sexual Behavior in the Human Male.” 
According to T. A. DuBois. general sales 
manager, some Kinsey dealers and job- 
hers have been asking for the “Renvort.” 
People have mailed in Kinsey labels .. . 
with requests for a copy. All sorts of 
travbles .. ond aetual increases in whis- 
kev sales. Though Kinsey Distilling has 
not canitalized on the incident. a couple 
of hooklets were issued to salesmen and 
iobbers. Called “Kinsev’s Own Report 
on the Kinsev Renort.” Second edition 
is a honev. Titled “More Furore Over 
Kinsey vs. Kinsey.” Tells the whole story. 


(Continued on Page 6) 
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| Low Cost Typesetting! 


Yes, Fototype gives you a way to 
knock out heavy typesetting costs 
and expensive delays. Sharp, clear 
letters on white card-stock or acetate 
make composition so simple that any- 
one in your office can handle it. 
Speedy Fototype saves up to 90 per 
cent over metal typesetting, puts 
control of production right in your 
hands! Ideal for setting heads, dis- 
play lines,or complete ads. Whether 
your printing is done by quality off- 
set, or a small office duplicator, Foto- 
type will make typesetting a matter 
of minutes. Ask for FREE illustrated 
catalog showing method and speci- 
men type faces. This entire ad set 
with Fototype! 





/ 
INCORPORATE D /, 


1413 ROSCOE STREET, CHICAGO 13 

















Are You Mailing 
lor the 
Sheer FUN oi It? 


You can have a lot of fun working up faney 
mail-selling promotions. You can make a 
lot of money at it, too Ik the mailing 
lists you use represent the most lovical 
prospects for your product or service. You 


ean lose a lot if they dont. 


We couldn't se// you mailing lists, because 
we don town any. But we ve got more than 
2,000 privately-owned lists registered with 
us for rental and each represents people 


who are known to be mail-responsive. 


You can be sure of reaching such pros- 
pects for your proposition by letting our 
experienced list analysts do your hunting 
for you. Write on your business letterhead 
for our new folder: ~wWHich WILL yYot 


HAVE — NAMES OR PEOPLE?” 


' -- * 
D-R Special List Bureau 
Division of Dickie-Raymond, Inc. 


80 BROAD STREE! sOSTON MA 
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IN THE NEW 


1949 GOLD RUSH! 


The 1949 Edition of Ponton’s famous “LIST O’ TRADES and 
how to reach ‘em” is ready!—the most complete mailing list 
catalog ever published—the biggest “strike” alert merchan- 
disers discover every year! It spreads before you 


More than 12,000 lists of the principal 
business and professional classifications in 
the U. S.—in alphabetic order with approx- 
imate counts and costs—and all representing 
the ultimate in up-to-the-minute accuracy, 
utility, responsiveness! 


Just thumbing through this catalog will reveal to you 
glittering new opportunities for ‘49. A bonanza of qualified 
new prospects, new fields for immediate sales and forward- 
looking promotion, more power to your advertising 
dollar! There’s GOLD in “them thar” pages! 


GET YOUR FREE COPY 


Send for your free copy of Ponton’s “LIST O’ 
TRADES”—1949 Edition. Write on your firm 
letterhead—or wire—to Department R-1 now! 


COMPLETE ts] 1K} 
MAILING > AGENTS 
AND IN ALL THE 
© . PRINCIPAL 


ADDRESSING 
FACILITIES CITIES 


AT, THE HEAD OF THE 


635 Avenue of the Americas, New York 11,N. Y. 














Inside of four-fold folder (14% x ]j 
when opened up) is a series of r prints 
of paper and magazine article. tele. 
grams, etc. . . . With comments nthe 
confusion. 

_ 
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&> PERSONAL FINANCE COM AN\. 
292 Fulton Avenue, Hempstead. Long 
Island, New York, is certainly — rying 
hard to get rid of money. Recent © tiling 
in window envelope has a “Cash Loan 
Certificate” at top of letter wit! $26) 
figure shown. Tells how easy it is to 
borrow money. Signed by “Harol« Hall, 
Jr... YES MANager.” Last line at | sttom 
of page reads “Personal says “Y % to 
t out of 5.” 


np 
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> ADD SMELL DEPARTMENT. Full 
page. red and black ad in Nov. mber 
10th, Washington Post . . . was s« -nted. 
Selling “Dial Deodorant Soap.” Not the 
first time sense of smell has been © :tered 
to in newspaper advertising. But vever- 
theless effective . . . because so unique. 
Small note at top says, “This very page 
earries Dial’s refreshing fragrance. Hold 
it close to your face—-you'll find pleasant 
proof that Dial smells good.” Monih old 
copy had very little odor left. 
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> COVER-OF-THE-MONTH. that ties in 
so well with THe Reporter’s Post Office 


“aw 
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Tie TRANSMITTER Jim 





stories this month . . . is pictured here. 
It’s the November-December cover o! the 
“Transmitter” .. . house magazine of the 
Chesapeake and Potomac  Teleshone 
Company, 725 13th Street, N. W.. Waslr 
ington 5, D. C. Notice the postal opera 
tions printed in reverse above postman: 
head in illustration. A’ very ver-atile. 
9"x 12°, 70-page book . . . edited by Car! 
Claudy, Jr. Editorial gives postmen de 
served pat on the back, Does a nice job. 


e¢eed 


> THE ANTI-MARGARINE force; go! 
a hefty whaék last month . . . > hen 
a 20-page booklet was sent ou by 
the National Association of Marg rine 
Manufacturers, Munsy Building, VY ast: 
inston 4, D. C. Cover of newsprint | sok 
let is an explanatory letter from Ass ci 
tion president Paul Truitt. Then i side 
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eT { the best “margarine” cartoons 
of the ear. 
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e>MiA) OGRAPH COMPANY, INC, 39 
Water ‘reet, New York 4, N. Y., has 


a Suj Post Card Service. The card 
meas 7x94”. Front and 2/3 of back 
may overed with advertising. Mailo- 
graph »s everything ... from making 
cuts a printing to addressing, stamping 
and » ‘ing. Price from 6¢ to 15¢ per 
ecard depending on number ordered. 


Sellin hem by means of Super Post 


Card- 0. 
Ide 


> \ DY OF PRESENT-DAY infla- 
tion i be U.S... . has been published 
by Fa ‘'y Economies Bureau, Northwest- 
ern \ conal Life Insurance Company. 
Minn: olis 4, Minnesota. An 8-page, 


mime iphed report ... titled “Infla- 
tion ' «ises and Inflation Curses.” Just 
what ' title says, too. An excellent 
econo. ics review for all to read. 


JJ 


> ROOCIESTER ENVELOPE Company, 
Roches:er. New York is celebrating its 
Silver Anniversary with an_ eight-page 
bookle: titled, “25 Years Ago.” Enclosed 
in a siiny, silver-colored envelope. Em- 
bossed envelope and stamps show up on 
olive green cover of booklet. Inside .. . 
just enough copy and spots to tell the 
anniversary story, chronologically, since 
1923. Inside envelope we found adver- 
tising manager Ed Lindeen’s card .. . 
Which was inside a 2%" x 3%” window 
envelope. 
=a 


| | 
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PREALISTIC DIE-CUTTING and print- 
ing was accomplished on a brochure pre- 
pared for Banecroft-Whitney Company. 
law book publishers, 200-214 MeAllister 
“treet. San Francisco 1, California. Sells 
a S10 law digest service and book. Bro- 
chure is being mailed to follow up in- 
quiries and salesmen’s prospects. About 
8 x Il... cover is made to look like 
the large volume they’re selling. Twenty- 
flour pages of clear copy. 


eee 
P ALEX C. FERGUSSON Company. 90 
year old chemical manufacturers, Drexel 
Building. Philadelphia . . . had a prob- 
lem thot many sales managers know well. 
A situation where customers tend to 
classify the company as specialists in one 
specific field, ignoring equally good prod- 
ucts in their other lines. In Fergusson’s 
case t's is emphasized ... because of its 
sales ‘orce of technical specialists han- 
dling specific groups of the company’s 
products, In fact, 80 per cent of Fer- 
gUssor business consisted of repeat or- 
ders \ thin the field in which customers 
first rted. To correct . . . Fergusson 
built catalog. Covers the entire line. 
but i. .reoken down into product groups. 
show: »v color. Chart in front of book 


(Continued on Page 42) 





The threes ran out, 
she blew a tuse— 





she put on fives... 
and so would youse! 


6 serge ?y , ‘ 
Bum verse, but good psychology! Stamp shortages 











































usually show up at the end of the day when the mail 
must go out... Not having the right denomination 
of stamps on hand usually wastes postage, as well as 
time... Not having a postage meter can be costly, 
as well as inconvenient! 

The postage meter holds any amount of postage 
for any kind of mail—always available, safe from loss 
or damage... prints postage directly on the envelope 
in any amount needed, as needed, in one stamp, 
with a dated postmark (and seals the envelope at the 
same time)... prints or gummed tape for parcel post 
... takes far less time and effort than sticking adhesive 
stamps...and automatically accounts for postage 


used. Mail moves faster in the postoffice, too, 





no wait for cancelling or postmarking! 

There’s a Pitney-Bowes meter for every office, 
large or small ...Call the nearest Pitney-Bowes 
office or write direct to Stamford for illustrated 
booklet and free postal rate chart, complete 
with all new rates, 
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Washington 


Story 


January 


1949 


by 


Henry Hoke 


This month, January of 1949. the 
eyes of the world are trained on 
Washington, D. C. Important de- 
cisions affecting the world . . . affect- 
ing all of us... are to be made. 


A confident administration § starts 
a new term; a reshuffled Congress 
convenes: and for us Direct Mail 
people new postal rates go into effect 

. . with other raises possible in the 
immediate future. 


So we selected the only appropriate 
cover for this issue. The Capitol. 
Watch what goes on under that shin- 
ing dome. Keep in closer contact 
than ever before with Washington .. . 
the most important spot in the demo- 
cratic world. 


It is appropriate in this first month 
of the new year to confine our feature 
report to Washington subjects . 
subjects which are of major impor- 
tance to everyone using the mail. 


First: The Post Office itself. 


I have always contended that you 
cannot do a thoroughly satisfactory 
job with Direct Mail unless 


a. You know Post Office opera- 
tions intimately. or 


b. You have someone in your em- 
ploy who knows the Post Office 
intimately, or 


c. You employ a mail service or- 
ganization which is unquali- 
fiedly competent to deal with 
the Post Office. 


(a) above is the best. 


The best way to become acquainted 
with the Post Office is by visitation. 
| am constantly amazed at the lack 
of knowledge about the Post Office 
displayed by the majority of mail 
users. I have litthe sympathy with 
people who get into trouble over some 
regulation or who waste postage un- 
necessarily . . . when they finally ad- 
mit that they've never been in a Post 
Office . . . they don't know much 
about its problems. 


When I was writing my new cor- 
respondence course in Direct Mail, | 
decided to make another intensive 
survey of the Post Office . . . even 
though I have visited at one time or 
another most of the larger Post Of- 
fices in the country. 


Armed with special permission 
from executive assistants of the Post- 
master General . . . I spent many 
hours interviewing. inspecting. tramp- 


ing around, digging into all tl = se. 
crets of what makes the Post fice 
click. 

With the help of Frank Alex: \der, 
official photographer of the D. »art. 
ment in Washington . . . we too! pic. 
tures of the important points hich 
should be watched on any inspc tion 
tour. Although the complete 1 ‘port 
to “students” is too long to in lude 
in this magazine, I will repr duce 
the “Picture Trip Through the Post 
Office.” Study the pictures .. and 
read the captions carefully. 

In eleven pictures, [ am ¢ ving 
you (for the first time in any 1 .aga- 
zine) the important highlights of a 
trip through a typical Post ( ffice, 
But don’t depend solely on thes« pic- 
tures. Go to the Post Office yourself. 
Get the feel of it. One specta ular 
point to notice particularly . . . the 
balcony above the main separating 
floor. Here you see the bags coining 
along the conveyor but you can also 
see large expanses of the main [loor. 
At two oclock in the afternoon the 
floor is relatively quiet. Soon you 
notice a different feeling in the air. 
The floor begins to throb. New work 
ers appear from nowhere to man ad- 
ditional hoppers. More “pianos” 
open below. Cases, empty an hour 
before, are now manned. The rush 
is on. By five or six P.M. it’s bedlam 
to the uninitiated. It’s the Post Office 
at full speed. 


The bedlam is caused primarily be- 
cause most business people wait until 
the end of the day to mail. The Post 
Office is busiest while you sleep or 
play. 


I could tell you many more things 
to see in the Post Office. You'd feel 
very secure about your registered 
mail if you could see the care it’s 
given. Even the Postmaster cant 
get into the cages without a guard 
(if then). Men leaving the cages to 
wash their hands must sign in and 
out. 


I could show you how early mail. 
ing, zoning, facing, bundling, meter- 
ing. speeds your mail. 


If you are inclined to kick a)out 
Post Office efficiency, I could explain 
how nearly every efficiency engi: cer 
ing company in the world has tried 
to improve the system. The sy-tem 
works in spite of the idiosyner:sies 
and stupidity of 150 million. cus: 
tomers. 


Five men each shift, in the’ ‘W sh: 
(Continued on Page 13) 
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aA Trip Through The Pest Office | 


(1) First go down to 
€,,,. incoming platforms. 
Private and Post Office 
trucks are bringing in the 
mail. Each’ classification 
goes its separate way. Here 
the loaders are dumping 
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: bags of parcel post into the 
Ving hopper which leads to mov- 
aga- ‘ ing conveyor belts. Nearer 
f a ‘ f | ‘ | the camera man are the 
fice 4 oe oo at a - At hoppers for first class. Sec- 

“ya % | # ond and third class must 
pic: go through weighing-in 


procedure and then are 
routed direct to separation 
floor. The receiving plat- 
form is a bedlam around 
5 P. M. 





(2) The end of the conveyor belt for parcel post may 
<— be a block away from the hopper shown in (1). Men 
at top open and empty bags. Parcels flood down the huge 
metal chutes. Primary sorters start them on the way to 
separating points along the moving conveyors. We won't 
follow parcel post further in this tour, but will focus on 
first class mail. Although “worked” separately, 2nd, 3rd and 
4th class mail join the distribution line, either at the pouch- 
ing racks or in railway mail or storage cars. 








ings 
ings 








feel 
ered 
it’s 
can't ~P (3) The conveyor belts carry 
seed the bags of first class (pick 
: | up) mail to a balcony high over the 
‘'s to . main separating floor ...a long 
and | distance from hoppers on receiving 
platform. Clerks open bags onto 
table at right. Large pieces and rec- 
nail- ; ognizable airmail and special deliv- 
eter: ; ery are thrown onto moving belts at 
far right (not shown in picture). 
3 The balance (supposedly all first 
lout — class) is pushed into hoppers lead- 
lat ; ing into big bins downstairs. Num- 
‘ain ber of hoppers in operation depends 


eer: on volume. You should see the dif- 





ried 2 ference between 10 A. M. and 5 P. M. 
-tem : Will teach you to mail earlier in 
salle ; the day. Metered mail doesn’t go 
osni 4 down hopper. It skips next three 
US: : pictures ... goes direct to primary 

separation (metered mail now ap- 
ch. prox mately 50% of total revenue). 
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AR (4) Here is “the piano.” There is an apparatus like this under each hopper on the balcony. The bin feeds mail onto the 
table before workers. Immediately in front cf workers ...two fast-moving verticle belts ... one for short (odd and post 
cards) and one for long (No. 9 and No. 10) envelopes. Belts carry pieces to cancelling machines. Belts above “piano” 
receive airmail, special delivery and flats (large envelopes). Wrapped and faced mail is thrown to table to be carried direct 
to cancelling machine. 


(5) A little whirling gadget at end of “piano” gathers the mail in orderly stacks. Men on cancelling machine grab the 
stacks and run them through. Reason for two channels in “piano” is that cancelling machine must be set for various 
sizes. No. 9 and No. 10 go through one machine. Small size through another. Certain larger sizes through another. The 
big flats (puddings) go over the belt to another section where they must be hand stamped, faced and sent to separation cases. 
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(6) Roller tables are 
= wheeled close to the 
cancelling machines. Small 
envelopes, “odds” and post 
cards are stacked on one 
side. Standard No. 9 and 
No. 10 in the other. When 
filled, the tables are rolled 
over to the _ separation 
cases. Although there is 
no fixed rule (and Post 
Office might even deny 
it), postal employees give 
preference to BUSINESS 
MAIL. Clerks automatical- 
ly grab to left of table to 
get No. 9 and No. 10. That’s 
why, especially during hol- 
iday pericd, it pays to use 
No. 9 and No. 10. They get 
the right of way. 











(7) Hereisa 
-the ££ separation case. 


Number of cases be- 








ve ing worked depends on 
rect vol ime. Primary sep- 

aration sorts envelopes 

into states and large 
» the cities. Needs less ex- 
‘ious perienced workers. If 
The you think “zoning” in 
ases. your addresses is not 


important ... watch 
the separation cases. 
Big cities have two 
pigeonholes. One 


“zoned”; one “un- 
zoned.” The “zoned” 
goes out first and sep- 
arately. 





















(8) Instead of show- 

ing secondary sepa- 
ration (which looks about 
the same as primary), here 
are cases used to sort big 
pieces, newspapers and 
magazines. In secondary 
separation, more experi- 
enced clerks take state 
breakdowns and route for 
railway dispatch. Must 
know railroads and time of 
departure for every address 
in their section. A dizzy 
part of Post Office. 


aE EAA ES CARS 
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(9) Here’s the amazing Pouching Section. Secondary sep- 
& arators wrap their own mail and bring to proper pouches 
before train departure. But other packages of faced and 
tied mail are placed on center tables. The trained distribu- 
tors throw the bundles through the air and hit the right 
sack for the right train with very few misses. As each train 
is ready to depart, loaders take bags from racks, pile on 
trucks in rear. Tractors haul trucks to storage or railway 
mail cars on tracks outside. 


(10) Here’s the inside of a Railway Mail Car. Really 
oa a miniature Post Office. Clerks separate mail for all 
towns and hamlets on their routes. Bags are dropped over- 
board at each station. At non-stop stations automatic 
arms pick up outgoing mail and clerks give it primary 
treatment. Bags in storage cars are usually for large cities 
or for transfer to Railway .Mail cars at distant points. 
Don’t ask this reporter how they keep it all straight. 


(11) One more pic- 
+» ture enough. Incom- 
ing mail to your Post Office 
goes through the system 
described above in reverse 
(without cancellation). Pri- 
mary distribution sorts it 
into sub-stations. Sub-sta- 
tions sort to carrier routes. 
Zoned mail is sorted first 
and more quickly. It can 
be handled by more inexpe- 
rienced help. This picture 
shows special separation 
case used by carrier. He 
sorts into street numbers, 
buildings and makes up his 
pack from the rack. 
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ington Post Office alone, do nothing 


hut sort “undeliverables” into A- B-C 
classifications. From there the pack- 
goes cv to the “Inquiry Section” 
where nany clerks—with directories, 
magni!\ing glasses and sleuthing dis- 
positi istry to correct wrong ad- 
dresse~. Uve been in the dead Tester 


offices. where millions of pieces ac- 


cumul:te each year. Among the tons 
of misdirected letters are thousands 


of pac. ages which have lost all iden- 
tity. \nd yet this final dead letter 
oflice .«presents only about one per 
cent o the total mail carried. 


The ost Office is a BIG business! 


You have a right to be proud of it. 
You are part of it. Get close to it 
... avd your Direct Mail planning 
will he better. 

At the start of this important year 


.make a resolution to get better ac- 
senloe 1 : with your foal Post Office. 
Your |’ostmaster or the Superintend- 
ent of \lail will arrange a tour if you 
contact him in advance. It’s better 
for a group of equally 
interested business people to go thru 
at the same time. Saves time! 


to arrange 


On your inspection tour ... see all 
you possibly can ask questions 

try to learn all the little wrinkles 
which will help you to get better and 
prompler service... and those which 
may help to cut corners in your costs. 
That's one way to overcome increased 
postage . 


Closer cooperation between “the 
public” and the Post Office may help 
to cut down the deficit which threat- 
ens additional increases. 


costs, 


That's the first part of my Wash- 
ington Story for this month. 


lhe second part is a little more 
complicated, 


What Was the 
Direct Mail Volume 
In 1948? 
In the January 1948 issue of THE 


) — ° 7 
REPORTER, we released jor the first 
lime « definite formula for estimating 


Dire | Mail volume. It was explained 
in more detail in the February issue. 


Vaan people in the Direct Mail 
held. including the staff of THE 
- e e 
Repowrer, had been dissatisfied by 





previous “indexes” of Direct Mail 


volume. 


So THE REPORTER made an investi- 
gation, just as thoroughly as weve 
investigated other things. Talked with 
many people secured accurate 
piece-volume figures from the Cost 
Ascertainment Division of the Post 
Office Department. 


In publishing the estimate of 1947 
volume we showed exactly how the 


figures were computed. 


THE REPORTER has rechecked the 
formulas given last year. We couldn't 
find enough disagreement to warrant 
any changes in the percentages of 
classes of mail or in average cost per 


piece, even though a majority of 
those consulted believed the latter 


too low. 


We now have the cost ascertain- 
ment figures for the fiscal year of 
1947-1948. Applying the same form- 
ula used last January ... we can 
sive you THE REporRTER’s Direct 
Mail Volume Estimate for 1948. (See 
next page.) Those interested should 
study each division carefully. And 
everybody connected with Direct Mail 
should be interested in knowing 
exactly how Direct Mail stands in the 
national advertising picture. It 
shouldn't be kicked around and put 
in the dog house of advertising. For 
many reasons. 


Here are a few 
(after you have 


pertinent notes 
read the tables) : 


a. Some experts estimate “Direct 
Mail” as comprising 50 per 
cent of total first class volume. 
But we ve taken 30 per cent to 
be conservative. There are ar- 
suments for a higher figure. 
Many millions of sales letters 
are turned out by automatic 
typewriters each year. They go 
first class. A recent check with 
lettershops showed that many 
customers are having processed 
letters sent by first class rather 
than suffer delays with third 
class. Social mail has declined. 
while business first-class has 
soared. The nine cent estimate 
average cost per piece is prob- 
ably not high enough since it 
includes three cents postage. 


b. There cannot be much argu- 
ment about post and _ postal 
cards. Post Office _ officials 
themselves testified to the 90 
per cent before Congressional] 
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hearings. It’s difficult to get 
printing and addressing for the 
extra one penny allowed in 
estimate. 


Air Mail is being used more 
and more for sales letters. Pub- 
lishers. particularly, are using 
tons of air mail business reply 
envelopes. The 25 per cent 
estimate and the 11 cent aver- 
age is low. 


Third Class percentage figure 
possibly should be _ raised. 
Nearly all third class is Direct 
Mail... except seeds and small 
merchandise. Take one item, 
house magazines: The Interna- 
tional Council of Industrial Ed- 
itors estimate (from a 
survey) that there are now 
about 6.000 house magazines 
having a total monthly circula- 
tion of 49 million . . . costing 
approximately 109 million dol- 
lars a year. (They have in- 
cluded editorial cost). If that 
is only partly true... our esti- 
mate of $286 million for all 
third class is surely not exag- 
verated. Likewise . .. the cost 
per piece, when house maga- 
zines average about 20 cents 
per copy and many Direct Mail 
pieces run into much higher 
brackets. 


recent 


There cannot be much argu- 
ment about catalogues except 
“cost per piece.” Very few can 
be produced for our conserva- 
tive estimated average. 


Foreign first and air mail is 
erowing. Much of it is used 
for selling. The 25 per cent 
figure is really low. 


The only change we've made 
from the formula of last year 
was in computing number of 
monthly statements in which 
are enclosures (Direct Mail). 
Last year, the “number per 
month” in public utilities, in- 
surance and retail fields were 
supplied to us by the Associa- 
tions concerned. We forgot 
bank statements. A check with 
banking information sources 
shows that there are approxi- 
mately 92 million bank ac- 
counts in the U.S.A. (exclusive 


of Savings and Loan Associa- 
tions). but about 64 million 
are savings accounts. Some 


smaller banks hand out monthly 
statements to depositors. Our 
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estimated figure of 17 million 
per month is well below the 
actual number of statements 
mailed each month. A check-up 
indicates that nearly every bank 
uses statement enclosures (sell- 
ing other services of the bank). 
It’s hard to determine average 
cost of inserts, but the one and 
a quarter cents each should be 
conservative at present costs, 
since many are more elaborate 
than others. 


h. No one will ever succeed in 
accurately estimating “Direct 


(printed promo- 
tion delivered by means other 
than the mail). Various sur- 
veys have shown that the ratio 
between non-mailed and mailed 
prowmetton varies between 
4-14, Y-% and 4-34. In the 
industrial field. ratio of non- 
mailed is high (14 to 4); in 
mail order it’s. of course. low. 
The 25 per cent figure in our 
formula is conservative for the 
overall picture. One expert 
thought we were in error for 
not including part of fourth 
class in our estimate — since 
much printed promotion weighs 
more than eight ounces (third 


Advertising” 


class limit). But we think the 
majority of such cases include 
material such as inserts, give- 
aways, package enclosures 
which later show up either in 
other classes of mail or in the 
Direct Advertising estimate. 


At any rate THE REPORTER will 
stick to its guns. We make no apolo- 
vies for our estimate . . . 909 millions 
plus for Direct Mail; 227 millions 
plus for Direct Advertising . . . total- 
ling $1,136 million for the medium 
in 1946 


At least, weve shown you all 
exactly how the figures were com- 
puted. No mystery. We take the ac- 
curate figures supplied by “Cost As- 
certainment’—-and guided by advice 
and experience go on from there to 
estimate percentages and average 


costs. 


Every one of you who read THE 
REPORTER can be his own expert. 
Perhaps you can help us in future 
estimates. 


Write and tell us how, why and 
where you disagree on any points in 
the formula. Why not... the whole 


readership of THE REPORTER as a 


committee to develop the perfect or 


near perfect formula? 


Facts and figures and an open 
formula should provide us with a 
more accurate picture than has |een 
provided in previous indexes. 


And . .. there’s a joker in this 
whole argument about Direct Vail 
volume. Direct Mail is the only torm 
of advertising which must CREAT! ITs 
OWN VEHICLE, 


In the mass media, the publisher, 
promoter, or the radio station pro- 
vides the vehicle. Rates include the 
cost of creating the vehicle. Indexes 
of money spent include that cost of 
creating. In estimating Direct Mail, 
we have taken only the cost of print. 
ing, processing, addressing, mailing 
and postage . . . where credit should 
possibly be given to creating the 
medium .. . list building and main- 
tenance, designing, writing and even 
management. But that would only 
enlarge the argument. 


That’s the end of the Washington 
Story for this month. We've taken 
you on a trip thru your channel of 
distribution . . . and we’ve analyzed 
the figures on the bigness of the 
Direct Mail field . . . based on Wash- 


ington statistics. 





The Reporter's Direct Mail Volume Estimate 


(Based on Cost 








Ascertainment figures of Post Office Department) 


Total U. S. Postal Volume in 1948__ _ 


for 1948 


40,280,374,207 pieces" 

















Total Revenue ceteris ndeubtaliaibats $1,410,971,284 
(End fiscal year June 30, 1948) 
Experts Estimate 
of 2 Approx. Estimate of Percent of 
Number of Allotted to Direct Mail Cost Per Piece Dollars of $ Increase 
Class of Mail Pieces Direct Mail Volume (Incl. Postage) Direct Mail Over 1947 
Total Ist Class minus Total Ist Class Sealed Mail 18,329,043,354 30% 5.49 + billion 9 cents $494,884,170 + 4.8% 
Armed Services Post & Postal Cards. ,599 061 ,500 90% 3.23+ billion 2 cents 64,783,107 +- 19.9% 
Free Mail____ 21,928,104,854 Air Mail, Domestic_ 96,447,911 25% .20— billion 11 cents 21,902,317 4+ 3.2% 
. P et Class -__- 8, a Y 360" 802 70% 5.73+ billion 5 cents 286,592,243 + 20.6% 
Less Post an atalogues —- eee 90% .08 + billion 20 t 4.97.49 
Postal Cards 3,599,061 ,500 Foreign Outgoing Ist Class orngenear , ue 17,072,844 + 27.4% 
= regular mai 13,958, 25% 05+ billi ‘ 
18,329,043,354 | Foreign Air Mail __ 120,778,519 25%, i. ain — ane the + A 
14,838,000,000 $894,577,951 + 10.9% 
Supplementary Estimates to Determine Inserts in Monthly Statements 
Number Per Month 
Gas Bills____- ' 17 million 
Electric Bills___- ancl as a million : ’ — 
Telephone Bills__ million Averages obtained from various associations 
il an , 9 million 
Retail Charge Accounts -__-_- million 
Bank Statements ________- million 
Total million x 12 months equals 1.2 billion inserts per year 
x 1%c (Average cost each) 15,000,000 
Experts agree that Sales Promotional material delivered by means Total Direct Mail Dollars through the / 
other than the mail at least equals (in dollars spent) the volume Post Office cl $ 909,577,951 + 11.4% 
sent through the mail. But in order to be ultra-conservative. .. . . 
we have cut that figure to only 25%. > Add for non-mailed Direct ieouiien 227 394,487 + 11.4% 
Total Direct Advertising for 1948... $1,136,972,438 + 11.4%*" 


* That is, volume from June 30, 1947, to June, 1948. Since June, 1948, postal volume is up an average of 10% ... 
**Bank statements, not included in last year’s estimate, are not used in percentage calculation this year. 


be revised upward by about 25 million. 
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so our estimate for entire 1948 could 
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GETTING THE MAIL TO THE POST OFFICE 


How The Letter Service Handles Your Business Mail 


After the processing and addressing of the mailing 
+ pieces in other departments, work is channeled into 
the mailing section of the letter shop. Here the pieces are as- 
sembled and enclosed. Large flats such as magazines and 
oversize promotion kits are worked on long, roomy tables. 
No. 10 size and other small work is stacked in trays. This 
section handles the hand stamping as well as most of the 
zoning and sorting operations. 


pee 


Close-up of a stamping machine in action. Oper- 

ator hand feeds envelopes into friction whirlers 
which force envelope past stamping finger. Stamps are 
fed from rolls (top of stamps just discernible inside 
case) and counted automatically. Machine seals en- 
velopes at same time. Although metered mail is ac- wa 
counting for more and more of the business mail, many 
customers (fund raising firms, churches, public rela- 
tions) prefer actual stamps to meter indicia. Postage 


meters handle bulk of the machine stamping and seal- 






After mail is stamped (or metered) and sealed, opera- 
= tors quickly scan through for possible “skips”, put 
envelopes in mail sacks marked for ist, 3rd and 4th Class 
respectively. Large bulky pieces are sometimes tied and 
delivered to Post Office in bundles. After mail bags are filled, 
they are taken downstairs to street, trucked to Post Office 
loading platform where postal employees take over. Not as 
easy as it sounds, however, for at busy seasons, there’s often 


a line of trucks extending around the block waiting to unload. 


a brief pictorial tour through the mailing department of our organization has highlighted for you the work per- 
— in “getting the mail to the Post Office.” We’ve been doing this since 1919, sometimes feel like part of the Post 

ice. If you’d like to visit us, see what makes a direct mail service tick, write to the address below. We’ll show you the 
works, from multigraphing, automatic typing, addressing, right on through to the mailing department pictured above. 


HE ST. JOHN ASSOCIATES, INC. 27%M%553.45"2.S5888 










































































































































































































































































There was a fellow once . . . name 
of Frankenstein ... who had an idea 
that he could figure out how man 
worked .. . find the “formula.” you 
might say. and then make a man. 


He did it. too. 
Worked fine for a while. Moved 


its arms and legs ... trotted up and 
down the laboratory, you know 
went through all the motions of a 
human being. 


Made this boy Frankenstein right 
proud of his work. Might even say 


cocky. 


But. darn it all. this mechanical 
marvel couldn't listen. couldn’t smile. 
couldnt understand. Turned out the 
“spark” of life was missing. It was 
a being all right. but it wasn’t human. 


The first thing you know the mon- 
ster got out of control. turned on its 
maker and mashed Franky to a pulp. 


Vir. F. had figured all the angles. 
but he missed the litthe detail that 
people are people and not auto- 
matons. 


Some advertising men (praise the 
name) miss it, too. 


They find a “formula” and make 
an ad. They forget that advertising 
is selling that an advertisement 
is a salesman reduced to paper 
and that salesmen have human quali- 
ties as well as technical skills. 


Their ads look good. but they ain’t 
human. 


What do they lack? They lack the 
human qualities that make the differ- 
ence between the boy salesman who 
has learned his lessons from a book 
and the star salesman whose selling 
has depth and dimension. 


What does our star salesman (and 
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it helps... 
to be human 


ad) have that our failing salesman 
(and ad) lack, in addition to his tech- 
nical knowledge? Let’s see. 


Well, first of all, he’s friendly. One 
thing is certain, you like to see him 
come in the door. He’s always ready 
with the big hello. He seems genu- 
inely glad to call on you. 


Then, when he starts to talk, he’s 
interesting. Regardless of how im- 
portant his pitch is, you won't listen 
if he bores you. Yep. Can’t be bor- 
ing. Must be interesting. 


Part of that, naturally. means that 
he isn’t talking over your head. He 
uses words you understand. Slang 

maybe. American, certainly. 
“Autumnal pollinosis” to the M.D. 
if he feels like it. but “hay fever” to 
you and me. If he’s going to sell, 
he’s understandable. 


He has, or he develops, a personal- 
ity of his own. You recognize him 
when he comes in. He stands out in 
a crowd. You can describe him to 
others. He’s identifiable. Yes, he has 
a personality. 


And, say. when he starts to talk 
about his product, he really winds up. 
No apologies. He’s sold on it and 
doesn't mind telling you so. You're 
not surprised, you expect it. “Any 
gxood salesman,” you say to yourself, 
“is enthusiastic.” 





Reporter's Note: 1 like this very appeal- 
ing little “essay” by John Yeck of Yeerk 
and Yeck, Talbott 
Ohio. It is a revised version of a talk he 
made at MASA Convention in Philadel- 


have becn 


suilding, Davton 2, 


phia. John’s letters, which 
quoted at times in THE Reporter, are very 
human... down to earth. No wonder... 
when he feels this way about them. 


H. Tf. 










by 
john d. yeck 


And last-—because it’s certainly not 
least—he’s pleasant, cheerful, happy. 


You know why? 


Because its in a cheerful, happy 
mood that people buy. When folks 
are happy. theyre optimistic; the 
future looks brighter and_ troubles 
are smaller. In fact. if the whole 
world would get a little hap—— no, 
that’s another story. 


So, maybe, if your advertising isn’t 
doing the selling job you think it 
should, you should check it against 
the successful salesman. How does it 
stack up? Is it friendly? inter- 
esting 7 understandable? ... 
with a personality ? . enthusiastic 

.. happy???? 


In a word: Is it human? Does it 
have the spark? 


If not, change it. Get it talking to 
folks. Get it out of the skyscrapers 
and down to earth. Check the maga- 
zines for the readable ads of Pitney- 
Bowes and “The Friendly Southern 
Pacific’: remember the human. 
friendly, understandable “commer- 
cials” of FDR, the ace salesman of 
the Democratic party. Be tickled by 
beaver who says “Everything tastes 
better with Petri Wine” on the bill: 
boards from coast to coast... and 
check the copy of the Direct Mail 
sellers who stay in business year alter 
year. They know how to be human. 

And if you think that your product 
or your audience is too sophisticated 
to listen to human talk instead 0! 
ad-man jargon 


Let me tell you about a queen 
Victoria. 


Victoria was, “a Queen so p! ud 
she talked like a crowd. and S] oke 


(Continued on Page 19) 
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DIRECT COLOR PHOTOGRAPH BY VICTOR KEPPLER, NEW YORK CITY. 








Lithographed in 4 Colors 


oe Pt 


‘How te yallout 0. notion 


Makes you all but taste the sharp, tangy flavors 
and feel the crumbly texture, doesn’t it? Mind- 
tickling color like this helps to plant a notion. 
First thing you know, someone is peeking in the 
reirigerator or adding to the grocery list. 

That’s the way color helps create a picture 


which gives your customers ideas. And if you’re 


looking for new ways to whet sales appetites 


with your printed advertising, you can’t do 


better than full-color offset lithography. Offset 
offers natural, tempting color, on almost any 
paper stock and with unusual flexibility in art 
treatment. Where else can you get so much for 
your printing dollar... so fast? 

These are just a few reasons why offset lithog- 
raphy gives you a better run for your money. If you 
would like to learn about many other offset extras, 


there’s an important message on the next page. 
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1 better run 
Or your money 





f ’ 
HK #4 ty Wb. movie rr itled 
_, “ entitiec 
““A Better Run for Your Money”. . . shows 
and tells why, dollar for dollar, lithography 
puts more sales punch into printed messages. 
Arrange now with your lithographer for a 





showing to your own department, club or 





associatlon—or write us direct. Harris-Seybold 


Company, General Offices, Cleveland 5, Ohio. 
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lf as ‘we’.” Her most famous 
\istory seems to be, “We are 
used.” She must have said 
to Head Salesman (Prime 
)} W. E. Gladstone. Every 
went in to see her on a matter 
he came out with the dotted 
unsullied. He couldn’t con- 
r of anything. She was proud 
shty and dignified. She loved 


9 
no. 


hen Disraeli was prime min- 
ings were different. 


Queen was pleased”; “The 
greed”; “The Queen com- 
” Everything was peaches 
im for Dizzy. 


lay someone asked the Queen 


1ought a moment, pushed her 
ack on her head, cleared the 
id her throat, and said softly, 
Sway... 


n Mr. Gladstone talks to us, 
as though we were a public 
: but when Mr. Disraeli talks 
ie talks as though we were a 


it even helps with Queens. 


ieck your advertising, particu- 
e copy. Is it warm and happy 
eerful? Is it interesting, en- 
lic, understandable? Does it 


have a personality? 


Is it human? 


Or. like Franky’s famous failure, 


is it 


tions — . 


just 


, 


“ooing through the mo- 
Better look now. Franken- 


stem stuck by his monster just one 
day loo long. 
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‘om does THE REPORTER go un- 
ented at a House Magazine In- 


meeting. They’re always good. 
ionth’s especially so. 


ard Bernays, public relations 
|. was guest speaker. Meeting 
ace at HMI’s monthly rendez- 
. . the National Arts Club in 
ork. 


bernays told about a private 
he had made in preparing his 


\RY, 1949 


speech. Consisted of a questionnaire 
mailed to 100 presidents and board 
chairmen. Received filled-in answers 


from 50. 


Mr. Bernays could see from their 
answers that “management believes 
the house organ today accomplishes 
its purposes as a means of communi- 
cation between the company and its 
employees as a morale builder which 
creates better understanding between 
management and men, and as an 
effective instrument in advancing the 
American way.” 


But Mr. B. then cited a Metropoli- 
tan Life Insurance Company’s study 
of the contents of employee maga- 
zines. He, disclosed that less than 10 
per cent of the magazines surveyed 
(399 were given the once-over) dis- 
cuss such problems as arbitration. 
bonuses, holidays, hours, etc. And 
less than five per cent take up taxes, 
sales prices and business conditions. 


Another study revealed that only 
13 per cent of those investigated pub- 
lished anything about the Taft- 
Hartley Act. 


Mr. Bernays summed up... “Yet 
we know that it is precisely these 
things which most interest the em- 
ployee. Obviously, the house organ 
fails to give its readers the informa- 
tion it wants. If the house organ is 
to fulfill its purposes, it must deal 
realistically with those problems 
which we know are deep in the minds 
and hearts of millions of employees 
. .. problems which do so much to 
bring about the surprising turn in 
the presidential elections.” 


It was interesting to get a public 
relations expert’s view of the effec- 
tiveness of the house organ. 


President of the club this year is 
.. . Barbara Beach of Consolidated 








Edison Company of New York, Inc., 
4. Irving Place, New York 3, N. Y. 


A compatible bunch of h.m. editors 
who like to get together every month 
to discuss their common problems. 


WIDOW 
FOR SALE 


Letters on the jovial side are al- 
ways enjoyable reading. Here’s one 
from Airline Delivery Service Com- 
pany, 60 East 42nd Street, New York 
17, N. Y.: 

Re: Thanksgiving 
November . . 1948 


A prominent society matron .. . reluct- 
antly approached a member of the country 
club set and asked, “Would you like to 
buy a ticket in the raffle we are having 
for a young war widow?” 


“NO,” he replied regretfully, “my wife 
wouldn’t let me keep her even if I won.” 


Unlike this regretful young man we 
are Thankful for having won your Good 
Will and Confidence, and for the oppor- 
tunities you have given us to serve you. 


We sincerely hope you will find much 
to be Thankful for, too. 
and a_ hearty 


Hlere’s to health 


appetite. 


your 


Cordially yours, 


Morris Kaplan 


HOW NOT TO 
WRITE A LETTER 


The following processed letter was 
sent to us by John Plank of Howard 
Swink Advertising Agency, Marion. 
Ohio. It was on the abbreviated 
letterhead of The Business Bourse. 
SO West 40th Street, New York 18: 


Dear Sir: 


We are told that you will almost cer- 
tainly be among the first to recognize the 
unusual practical business value of the 
special publications and data described 
herewith. 

May we not hear from you? 

It was signed by the Vice Presi- 
dent. John Plank comments: “Henry 
—as suggested, he did not hear from 
me.” 


Since The Business Bourse special- 
izes in “practical marketing research” 
. somebody ought to do a little 
researching in the formulas for writ- 
ing marketing letters. 
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THIS 1S A DMAA BEST OF INDUSTRY AWARD WINNER FOR 1948 


GADGET MAILINGS 


SELL A CONVENTION 


by James M. Stewart, Associate Editor 


Last April 23rd and 24th .. . the 
lSth Annual Southwestern Sales Ex- 
ecutives Conference met in Oklahoma 
City. And it was a ringing success. 
Secured the greatest attendance in 
the history of the Conference. 


The record-cracking figures were 
largely prompted by the clever, nine- 
piece campaign that was mailed to a 
list of about 1000 members of the 
12 different Southwestern Sales Exec 
Clubs. 


Tt was highly successful in pulling 
223 advance reservations by mail, as 
well as advance hotel reservations .. . 
out of a total of 254 registrations at 
this Convention. 


This campaign was made up almost 
entirely of gadget letters . . . each 
playing up one of the Star Speakers 
who was to appear at the Conven- 
tion. It grabbed top honors in Con- 
vention Attendance classification in 
DMAA Best of Industry contest this 


year, 


lis creator was Publicity Commit- 
tee Chairman John Wolf. of the John 


EK. Wolf Company, Oklahoma City, 
Oklahoma. 


The reason for using gadgets is 
explained by John Wolf... “We 
feel that the gadget would attract 
sufficient attention from the busy 
sales manager, so that he would give 
sufficient time to reading our short 
sales letters, selling him on one of the 
nine Star Speakers .. .” 


Weekly mailings were made _ be- 
tween February 19th and April 15th. 
They were sent out on Thursday 
afternoons to reach most sales man- 
agers on Fridays, when they came off 
the territory. 


The first letter was planned to get 
sales managers to circle the two dates 
of April 23rd and 24th on their office 
calendars. At the top of the letter. 
in yellow, a reproduction of April 
calendar with the two days marked 
off. Heading reads . . . “Let’s make 
a date in the O.K. state for °48.” This 
slogan was carried throughout the 
whole campaign. 


Second letter had picture of fellow 





running across top with real red 
feather in hat. Copy reads “It wi | be 
a red feather in your hat to cme 
to the O.K. City in the O.K. Sta e!” 
At bottom left corner of letter . .. 
is photo of Jack Lacy (one of the 
speakers) over a red star. Bod» of 
letter gives a background of the 
speaker . . . plus sales talk. 


This photo-star theme was carried 
through the whole series of letters. 


Next letter was in green and black. 
Alongside mirror-like metal . . . copy 
reads “Portrait of a person whom 
we would like to see in the O.K. City 
next month.” Picture of Al Schindler 
at bottom. 


Letter No. 4 had yellow sunshine 
background. Black overprint at top 
says “A shot of sunshine and a lucky 
wishbone.” An _ imitation, one-inch 
high replica of one is tipped on. Also 
a sheet with picture of “Sunshine 
Gene” Flack, another speaker. From 
this mailing on through the ninth ... 
an advance registration blank and 
reply envelope was enclosed for re- 


(Continued on Page 22) 
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WHATEVER YOUR PAPER PROBLEM 


St3 a Challenge to Champion L 


When you have a paper problem consult the Champion merchant or 
sales office near you. Champion has been solving paper problems for 
more than fifty years. . 


and printing... 
special finishes. 


. problems relating to embossing, folding, scoring 
questions on labeling, packaging, special coatings, and 
Yes, Champion has the background and facilities to 


offer you sound, helpful advice. When you have a paper problem take it 
to Champion. The Champion Paper and Fibre Company, Hamilton, Ohio. 


Champion PAPERS FOR FINE PRINTING 


Mills at Hamilton, Ohio; Canton, North Carolina and Houston, Texas. 


District sales offices: New York e 
Detroit 


e St. Louis 


Cincinnati e 


HERE’S A CHAMPION PAPER FOR 


KROMEKOTE 
r excellent reproduc- 
n with catalog covers, 
st cards and inserts, or 
packaging and label- 


3 quality products, this 


st coated stock is ideal. 


SATIN REFOLD ENAMEL 
Meets every requirement 
for quality publication and 
advertising printing— 
thanks to top-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. It is available in 
a wide variety of weights, 
sizes and special finishes. 


Chicago « 
Atlanta e 


Philadelphia 
nYohsMmahilatiae 


EVERY PRINTING NEED 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 


white and eight colors, _ 


and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 
Champion’s specialties in- 
clude bonds, business 
papers, envelope, post 
card and papeteries .. . 


7 
all excellent reasons for 


you to specify Champion. 















WHAT A DIFFERENCE THIS IMPROVED 
HAMMERMILL BOND MAKES! OUR 
















LETTERS LOOK SO MUCH NICER ON IT! 
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Name 


IMPROVED HAMMERMILL BOND is 
the whitest Hammermill Bond 
ever produced. Typing and print- 
ing stand out with new sparkle. 
New sturdiness and firmness of 
body, too, make it stand up in 
your files and your mail. See it! 


Compare it for yourself! 


Mail the coupon now for FREE Sample Book 


Contains sampies of improved Hammermill Bond in 
wide range of pleasing colors...and the brighter, 
purer white... also matching envelopes. 


Hammermill Paper Company, 














WATERMARK - - 


Position 





IT ERASES BEAUTIFULLY, 
TOO. NO RETYPING OF A 
WHOLE LETTER BECAUSE 
OF ONE LITTLE MISTAKE! 


1621 East Lake Road, Erie, Pennsylvania. 


cose send me — FREE — the sample book showing the improved Hammermill 
ond. 











(Please attach to, or write on, your business letterhead) 






TR-JA 





cipients convenience. Returns vere 
eood. 


The fifth letter had a clever, lack 
“8-ball” pin attached to top. ‘opy 
in black and red... “Are your ales 
plans behind the 8-ball?” Pictu e of 
“Red” Motley, another speaker < the 
Conference. And his biograph 


Letter number 6 had lock o! real 
hair glued on illustration of { ‘lo 
in the process of de-hairing hiv self, 
On blue background . . . reads * stop 
pulling your hair.” Photo of sp: iker 
George Jones, Jr. 


Number 7 had aspirin tippe on 
to red and black illustration of f: ‘low 
with headache. “Worried about our 
sales plans?” Goes on to offer sub- 
stitute for aspirin . . . namely the 
Conference. Morris Pickus is pic. 
tured at bottom. 


Letter 8 has pix of horse at ‘able 
with few real oats glued on. “!lave 
you heard this one?” reads headline. 
Body of letter continues . . . “There 
was once a farmer . . . who tried to 
save money by cutting his horses 
rations. He figured his horse would 
never know the difference, if he held 
out just one oat a day and replaced 
it with a grain of sawdust. The 
farmer saved money. BUT THE 
HORSE DIED!” Picture of speaker 
Kd Mayer at bottom. 


Last shot of this barrage was a 
brown and black, 2-fold folder 
with a wind-up of all said before. 
Also the program. 


Cost of campaign was about lle 
per mailing, including penny postage. 
More expensive broadside . . . nat- 
urally costs more. 


Many of those in attendance at the 
Conference brought along the gad- 
gets. Said planner Wolf . . . “they 
wore such as the 8-ball buiton, 
showed the mirror, talked about the 
aspirin, kept the lucky wishbone, 
offered to give us aspirin as we were 
putting on the Conference and help 
us pull our hair. 


“This Mail Campaign was highly 
instrumental in the success of this 
Conference because of the scavcity 
of hotel rooms at that particular | me. 
Only because of the advance regi tra: 
tions by mail were we able to s: sel 
up hotel reservations that enable | us 
to handle this group at this partic ular 
time, with no disappointments fot 
hotel space and a much smox thet 
operation in planning our bar quel 
and other meals.” 
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— T:STING 


by Earle A. Buckley 


’ 


President, The Earle A. Buckley Organization 


Re, rs Note: This rightly belongs in 
the | Order Section of the magazine but 
bree of the importance of Earle Buck- 
lev ssage, it deserves feature ireatment. 
\ft eading, itll be obvious that Earle 
ha- lived deeply into the problem) of 
test | think youll be as amazed with 
his clusions as were Hundred Million 
Clu nembers at their January meeting. 
Ho ' to your hat! ! 


|» other day I received a letter 
fron a New York company on the 


sub; ct of ODORS in direct adver- 
tisin». The letterhead smelled strongly 
of smoke, and the message talked of 
it as one of the many odors for use 
in alvertising campaigns. 


lt cave me an idea. 


\\hile realizing that some direct 
campaigns smell more than 
others, | decided to make a personal 
test to determine the effect of odors 
on human relationships. 


mall 


Peculiarly enough, | had a hard 
lime finding a list of odors from 
which to choose. There are books on 
about every conceivable subject and 
think someone would have 
Wrillen one entitled “What smells’— 
bul ayparently no one has. Anyway, 
| started the test by spraying myself 
with pine oil and saying nothing to 
‘te ie about it, went home as usual 
Or dinner, 


Vou cj 


\s | leaned over to kiss my wife, 
| noticed her sniffing a bit but all she 
sail was “Hello, darling, been playing 


gol | 


e next day, wearing of course a 
dif! rent suit. I sprayed on a mixture 
|< rlie, limburger cheese and asafe- 
tid’ a lovely concoction that made 


me inbearable even to myself. No 
on ould blame the ten people nearest 
me on the train for moving to other 


lov ions. This time, I said to myself, 
I’ surely get a reaction.” 
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When | got home, instead of the 
usual hasbandly peck on the lips, I 
eave her one of my best imitations of 
Errol Flynn. She looked up with a 
sweet smile and said “Aren't you a 
little late, dear?” I still don’t know 
what she meant, but I could see | 
wasnt getting anywhere with the 
experiment. 


| decided then to take the bull by 
the horns and go all out, letting the 
chips fall where they might. So the 
following night, | went home reeking 
with Chanel No. 5, so odorously glam- 
orous that I could hardly keep from 
kissing myself. This time, no one 
moved away from me on the train. On 
the contrary, two old ladies asked if 
they could give me a lift home from 
the station. 


Anyway, I got home and although 
a little sick at my stomach from the 
overpowering fragrance, I blossomed 
in with the casual indifference of one 
who had just sowed a _ particularly 
wild oat. 


“Hello, dear” my wife said as she 
greeted me. “Hello, my pet”. said 
| as I gave her a lingering kiss and 
prepared to run like hell. 


But I knew I wouldn’t have to when 
she said “Anything happen at the 
office today?” Then as usual before 
| had time to answer she went on 
“I’ve had a beastly cold in the head 
for three days now and feel awful— 
can t even smell.” 


The test was a terrible flop. but 
maybe it’s just as well. At least. I’m 
still happily married. 


It's taken quite a while to get 
around to the subject, but here we 
are at last. To test or not to test. and 
if so, how. 


Your testing, for instance, is it 


aimed in the right direction? Are 
you getting from it the right kind of 
information ? 


Many of you have tested the rela- 
tive pulling power of Ist class versus 
3rd class postage. Have you ever 
tested either Ist or 3rd against no 
postage at all? It will be worth a 
sold mine to anyone who first dis- 
covers that results are just as good 
when there’s nothing whatever in the 
upper right hand corner of the 
envelope. 


The Kiplinger Agency in Washing- 
ton has discovered, and some of you 
have perhaps found out the same 
thing—that a letter without a folder 
frequently pays better than a letter 
with one. But their tests don’t go far 
enough to be conclusive. For instance 
they ve only tested leaving out a 
2-color folder. To this day they don't 
know what would happen if they left 
out a 4-color folder. Look at the 
extra money they'd save. 


Everybody harps all the time about 
reader benefits. Yell your story from 
the viewpoint of the person on the 
other side of the fence, the prospect. 
The theory sounds fine but who knows 
for sure that that’s the most effective 
approach. Did anybody ever test the 
relative pulling power of a you versus 
we appeal? 


Here’s a letter representing the 
completely frank and honest approach 
written to a wholesale plumber. 


“How you can help make *49 
a more profitable year—for US 


You undoubtedly are interested (notice 
the YOU angle) in helping to put our 
business on its feet. Well, never have we 
needed helping more than we do right now. 
(Get the urgency in those words RIGHT 


NOW.) 


Qur salesmen have been complaining 
lately that buyers just wont buy our 


products. We told them that it’s their own 
fault, that they’re not getting across to the 
prospects the fact that we need the business 
more than our competitors. 


We told them it was purely a matter of 
explaining the facts—how sales had fallen 
off, how wages had gone up, also the cost 
of raw materials, and on top of all that 
our Board of Directors has just put through 
increases in salary for all the officers of the 
company. I know you'll be pleased to 
learn that my own salary went up 40%. 
Boy, what I can do with that extra dough. 
circumstances, 


Anyway, realizing the 


wouldn't you feel better knowing that we'd 
feel better if you sent us an order today? 
We'll have the merchandise on your shelves 


(Continued on Page 24) 
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before you can say ‘charge it’—and why 
not—the sooner you get it, the sooner we 
get our money and can spend the nice 
juicy profit. Remember our slogan—when 
there’s more money to be made in tank 
oats, we'll make it. 

Selfishly yours,” (why not admit it?) 


The point I’m trying to make is 
that— 


The surface of TESTING has 


hardly been scratched. 


You subscribe to the theory, I’m 
sure, that more results are forthcom- 
ing when you make it EASY for the 
prospect to act. So you put in a 
postage-paid reply card, or an enve- 
lope and separate order form. How 
do you know that making it easy is 
better than making it difficult? 


Why not try sometime sending out 
a mailing with no name or address 
on the letterhead, no signature on any 
of the enclosures? You may be say- 
ing to yourselves “It would never 
work, but HOW DO YOU KNOW? 
People will make a path to the middle 
of the Maine woods looking for your 
product if your copy does a good 
enough selling job. And what's the 
matter with a Branch Office in Maine? 


It’s been my experience that too 
few users of the mails understand 
the arithmetic of mail selling. Scores 
of people have come to me, as they 
have to every other specialist in this 
field. and have said in effect “I’ve 
decided to get into the mail order 
business. I can’t imagine anything 
nicer than to send out a bunch of 
letters, sit back and relax for awhile, 
then get almost swamped with 
orders!” 


It does sound nice, doesn’t it? Par- 
ticularly when it’s snowing outside or 
when you're in the autumn of life and 
a little tired of chasing around after 
business. 

But it isn’t as easy as it sounds, as 
you all know. And probably more 
people lose their shirts than make 
even a comfortable living. The reason, 
many times, is just simple arithmetic. 
Let’s take a typical example. 


To begin with, a good mail order 
price for something to be sold entirely 
by mail is around 15¢. Let’s assume 
you ve invented some kind of widget 
that does something or other and that 
it only costs you a nickle to make. 
That gives you a dandy profit of ten 












































cents a sale. Now let’s see w it We 
have to do to make some real } oney. 


You consult some of the to} Lotch 
specialists like me and pay $2 ‘) for 
a letter, folder and order for: . Of 
course thats what the accovu stants 
would call a capital investm 
it wont enter into our calcu tions 
here. However, the productio: costs 
will, so let’s say this swell m terial 
| prepare costs $80 per thous: id jy 
the mail. The stuff is so good at jt 
seems silly to test it so we wn iil to 
10,000 with great confidence — and 
high expectations. 


—_ 


=) 


Now for the arithmetic. 
10,000 at $80 per thousand is 3800, 


An 82% return would mean _3}.2(i) 
orders and at 10¢ profit per sa! + thal 
means wed have $820. left after de. 
ducting fulfillment costs. 

Since the mailing only cost S800. 
that means weve made $20. on onl 
a 10,000 mailing. 

If we send out 100,000 mailings a 
week, were making $200. a week. 
or over $10,000 a year. It’s just a 


(Sorry, but youll have to turn to Page 3) 
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Make your next job 





| 


xceLLo provides 
the “know how” to assist you in organizing 
your art and copy ... determining 
your method of printing ... producing your work 
economically and quickly. Publications, 
catalogs, booklets, direct mail from black 
and white to full color ... Now over one million 


impressions a day. 





XCELLO PRESS wn. 


LITHOGRAPHERS + PRINTERS * BINDERS » 400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS » 
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With new improved 
ME RCURY ACCESSORIES 


Now your reproduction can have the fine 
quality of high-grade printing. This marked 
improvement is the result of new coatings 
developed for Mercury rollers and blankets. 
| : Their superior smoothness and texture 
ne  cassures clear, crisp impressions—outstand- 
ing for smart, professional appearance. Try 
Mercury products on your duplicating 
- machines. You'll be amazed at the big. 
MERCURY-LITH ROLLERS AND BLANKETS ___ Improvement in the jobs you turn out. 
* MULTILITH PRINTING MACHINES ee 





RAPID ROLLER CO. 


Federal at 26th D. M. Rapport 
Chicago, I!linois President 


















































CREATIVE 
DIRECT 
ADVERTISING 


AHREND clients benefit — at 
no greater cost— from 55 
years of merchandising-by- 
mail experience; have won 
29 National Awards in the 
past four years! 


For ideas, production and 
mailing of promotion that 
pays, consult THE FIRM WITH 
THE HABIT OF SUCCESS! 


D. H. AHREND CO. 


333 E. 44th St., N. Y. 17, MU 4-3411 





Vimeographing — Multigraphing 


A proven mailing organiza- 

tion primed for the exacting 

demands of direct mail 

advertisers. ; 
x 


Experts on questionnaires, 


office forms, surveys and 
presentations, 
* 


Geared for quick delivery 
on news releases, publicity 
stories, speeches, ete. 


* 


Serving advertisers, agen- 
cies, publicity and direct 
mail people for over 15 


years. 
* 


MARY ELLEN CLANCY 


250 Park Avenue, New York 17 
(at 46th Street) 


Plaza 9-1520 
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Strictly Mail Order 


This department of THE REPORTER is reserved 
for the views and news of the mail order people . . . the 
men and women who use the mails to get immediate orders. 


Reporter's Note: 


That’s a neat trick of Accurate Ad- 
dressers Corporation, 1233 - 6th Ave- 
nue, New York 19, N. Y. In offer- 
ing a list of 34,000 jewelers for 
rental ... Manager Mrs. Grant guar- 
antees to remit to list user double 
postage on all returned undeliverables. 


A couple of REPoRTER readers have 
sent us tear sheets of a story that 
appeared in the December 4th, Chris- 
tian Science Monitor. Written by 
Eleanor Richey Johnson, feature 
writer in Kansas City. Titled “Busi- 
ness G.I. Style.” 


Tells the human interest story of 
Hugh Paulk of Topeka, Kansas. How, 
after being discharged from _ the 
Navy, he bought Army parachutes 
and aviation boots . . . and success- 
fully sold *em by mail. 


Reads the article . . . “Mr. Paulk 
made a decision that he considers has 
been important to his success. He 
determined to sell only a few selected 
items and became expert in_ the 
knowledge of sources and methods of 
marketing these.” 


Also describes the friendly letters 
to and from his customers . . . and 
how important they are. 


Old customers of the New Process 
Company of Warren, Pa.. were sent 
10 two-color, business reply cards in 
an envelope. Back of each card sells 
different product (from pajamas and 
shirts. to panties and knives). Bot- 
tom 114” is outlined for customer’s 
order. 
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The “shirt” card had extra 1] 4” 
flap at top. Under fold were ten s: n- 
ples of shirt cloth. 


Each card built to do a separ .ite 
selling job. 


The pressure is really on, too. 
Accompanying letter has 96 point 


head... 


"48’s Last Chance 
Only. 


... For Old Customers 


Then body of letter from president 
John Blair in purple type. 


Dear Customer: 


This is the LAST TIME this year I'll 
he offering you such amazing hargains as 
you'll find among the enclosed 10 ecards. 


We have these bargains for you because 

s . . 
we're not offering them to every Tom, Dick 
and Harry, but ONLY to you Old Cus- 
tomers. But, if costs continue to go up, 
we can’t promise another group of bargains 
like these to anybody! 


That’s why you’ll want to look through 
these bargain cards now for those vou 
wont want to miss. Everything you select 
we'll send, postpaid, for a week’s FREE 
TRIAL. and anything that doesn’t more 
than please you may be returned at our 
expense. 


Remember, to avoid disappointment it’s 
best to he PROMPT. In fairness to all 
our Old Customers, we’re honoring orders 
on a strict “first come, first served” basis. 
And no exceptions. 


So, won’t you help us to help you to all 
these too-cood-to-miss bargains. by cel ing 


vour cards hack AT ONCE? 
Cordially, 
(Signed) John L. Blair 


President. New Process Comp | 
Warren, Penna. 


_ 
aw! 


P.S. If you send payment now, de. uct 
2% for the saving we make in record k ep- 
ing. Your money instantly refunded if you 


aren’t more than pleased. 


THE REPORTER OF DIRECT MAIL ADVERTIS! NG 
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This Authoritative Book 
FREE To Direct Mail 
and Mail Order 
Advertisers 
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Ask your Printer 
for yours Today 


Creative printers and paper mer- 
chants in your city can supply you 
with this new U.S.E. folder... or 
write direct. 





pgINTERS ON 
POSTAGE... 
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Put together by one of the country’s top direct mail specialists, the U.S.E. 
Envelope Index for Direct Mail Users is crammed with ideas especially 
helpful to businesses that bank on advertising and selling by mail. Fourteen 
colorful pages give pointers on envelope psychology . . . envelope etiquette 

. . correct styles, sizes, stocks and postage classes to use. It’s a folder that 
will help you sell because it'll help your customers sell. 


UNITED STATES ENVELOPE COMPANY 


General Offices—Springfield 2, Massachusetts 
DIVISIONS FROM COAST TO COAST 




















































One Advertising Man 
to Another 











GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


As you may or may not know, 
Henry, I have been a life-long be- 
liever in the old maxim concerning 
shoemakers sticking to their lasts. 
But as I grow older and lose wisdom, 
[ begin to see things from a little 
different slant and find myself willing 
to admit that there are times when 
circumstances might justify a shoe- 
maker doing a bit of hat-cleaning. 


Some time ago, before I quit living 
by the old maxim, I participated in a 
poll you conducted to determine 
whether an increased subscription 
price for the REPORTER was justified. 


My vote was “yes.” 


Since then I have changed my 
mind, or have had it changed by 
current events. I have come to the 
conclusion that the readers of your 
publication should not be penalized 
by any lack of advertising obtainable 
for the REPorTER or by the inefh- 
ciency of an advertising department 
that hews to the line of my once fa- 
vorite maxim. 


According to my current reason- 
ing: if the field of Direct Mail adver- 
tising cannot support a_ publication 
such as the REPORTER, there are other 
fields to conquer—as have been found 
by journals in other branches of 
advertising. 


Maybe it isnt good checkers, 
Henry, for a member of your edi- 
torial board to criticize, in public. 
vour advertising department, but it 
so happens that I do not know much 
about the rules of checkers or whether 
they parallel the rules of publishing. 
so I will stick my neck out and let 
the ax fall if it will. 


Where, may I ask, were your ad- 
vertising representatives when the 
Carstairs brothers were handing out 
advertising to advertising publica- 
tions? 


I don’t want to appear nasty, 
Henry, but after all, those of us who 
help shape the editorial policy of 
your publication have to eat occa- 
sionally and wear enough clothes to 
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keep us decent, and, as you well 
know, there have been very few pub- 
lications that have ever been able to 
support an editorial board, or even 
stay in business, on the mere revenue 
from subscriptions. 


But my peeve with your advertis- 
ing department goes deeper than its 
mufling an opportunity to increase 
advertising revenue. It is my opin- 
ion that the advertising department 
should back up the editorial depart- 
ment with advertising that supports 
the editorial policy. In this, your ad 
department has done a fair job. It 
has brought to the readers adver- 
tising helpful to the creators and 
producers of Direct Mail, but it has 
fallen down miserably in bringing 
help to the sellers of advertising. 


Of what help to the ad man, I ask 
you, Henry, is a perfectly planned 
campaign, to be produced by the 
proper process, on the right kind of 
paper, to be correctly addressed to a 
carefully selected list, if the client has 
cut his budget to the point where he 
cannot use it? Can you, or the Direct 
Mail advertising creator, or the paper 
maker, or the printing processor, or 
the list builder, or the makers of ad- 
dressing equipment, or any of your 
present advertisers answer that? Well, 
just ask them—that is, if you can 
take a bit of disappointment. 


Had the leg men in your advertis- 
ing department been on the job, your 
publication would now be carrying 
the kind of help many of your read- 
ers need—the help that only Carstairs 
brothers can provide—cocktails con- 
cocted with White Seal whiskey, 
blended with care—for ad men who 
care, 66.8 Proof, 72% Grain Neutral 
Spirits—cocktails, a single one of 
which will cause any client to change 
his mind on budget cutting. 


In case you haven't read the help- 
ful hints of the Carstairs brothers. 
here is the copy, sans the delightful 
cartoons, of the first in a pre-Christ- 
mas series, carried by a number of 
advertising journals: 


“A DAY IN THE LIFE OF AN 


AD MAN?” heads this one as it does 


all the others in the series: 


(Beneath the picture of ad man ta! cing 
to client on his throne.) 11:30 Hurri-s to 
client. Brings every power of persu:sion 
to bear . . . without visible results. T) inks 
maybe a good lunch will improve cli :nt’s 
frame of mind. 

(Beneath picture of ad man and ¢ ient 
consuming cocktails.) 12:30 Orders : 9ck- 
tails. Makes sure to specify deli: ious 
Carstairs White Seal Whiskey.  D) inks 
taste so good client realizes ad man is a 
man who cares ... for the best. 

(Beneath picture of agency head raising 
hell with ad man.) 2:30 Tells agency 
prexy about impending budget cut. Re- 
ceives tongue lashing for general imis- 
handling of account. Reaches for pheno- 
barbital tablets. 

(Beneath picture of ad man_ kissing 
client’s hand.) 4:30 Visits client once 
more, learns that budget will not be de- 
creased, after all. Suspects client’s atti- 
tude was improved by his enjoyment of 
Carstairs. 

(Beneath picture of ad man having a 
last one at the bar.) 5.30 Celebrates his 
luck with Carstairs at favorite bistro. Ap- 
preciates even more the Perfectly Balanced 
Blend that’s rich, yet light; mild, yet 
hearty. 

(Beneath picture of ad man giving high 
sign to package store clerk.) 7:30 Buys 
several bottles of Carstairs as personal gift 
to client. Realizes the price is so reason- 
able it’s a boon to his own budget, too. 
Resolves to send Carstairs to all his friends 
this yuletide. 

While my observations at several 
DMAA conventions have led me to 
believe that a large percentage ol 
Direct Mail advertisers frown on (or 
in) the cup that cheers, even as you 
and I, it may be because they did not 
hold the Carstairs brothers’ product. 
But whatever caused the frown 
should not be allowed to interfere 
with the best interests of the adver- 
tising business, and if other publica- 
tions that proclaim themselves as the 
leaders in the field endorse the help- 
ful hints of the Carstairs brothers by 
printing them—at a price, it is my 
opinion that THE REPorTER should do 
likewise, and if its advertising de- 
partment hasn’t got what it takes to 
get the price, it should print them as 
a service to its readers. 


PH-L-L-O-0-O-P! 


That noise you just heard was this 
writer releasing his tongue from his 
cheek where it had been held during 


the writing of the above. 


Yours, 
GEORGE 
Now George; be careful. I may have 34 


chance next year. Don’t spoil it. 
HRH.,Jr, Advertising Manage! 
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Are the posta: scales weighing away extra profits 
that could be yours? Can you handle a given mail- 
ing better--and do the job at considerable saving? 


Specialized Tension Envelopes—the right type 
and size and substance weight—will very often pro- 
duce substantial savings in postage. Tension Post- 
age Savers and Booklet Postage Savers carry more 
weight at less cost than First Class mail...and get 
as many “openings.” The Duo-Post permits you to 
send a heavy Fourth Class catalog along with a 
First Class letter, with the assurance that the two 
will arrive together. “Lite Flite’ air mail envelopes 
pay for themselves over and over—especially in 
foreign correspondence, where the minimum unit 
is /2 ounce. 


And don't forget, Specialized Tension Envelopes 
also save time in processing the mail, prevent mis- 
takes, protect envelope contents, promote sales and 
attract favorable attention! 


S4 ’ Vy 


TENSION 
ENVELOPES 


Jor eucry business use 


“TENSION ENVELOPE CORPORATION 
FACTORIES: New York 14, N.Y. @ St. Louis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo, 
Over 100 Representatives Selling Direct to User 
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“TAKE A LETTER, PLEASE!” 


“Tension Envelope Corporation says they’ll be glad to 
send us samples of envelopes that save postage costs if 
we just tell them our problem on our letterhead. The 
service is free. Let’s see what they have to offer.” 




























































The fear that the new $10.00 “Bulk 
Mailing” Fee might. in the long run, 
reduce rather than increase Post 
Office revenues because of its effect on 
Test Mailings. is absolutely ground- 
less. The Post Office has just issued 
a NEW ruling which permits bona 
fide Test Mailings of not more than 
a thousand pieces to be made by list 
owners from their local post offices 
without payment of the fee by each 
advertiser testing the list. This ruling. 
which is carefully explained in the 
following letter from Joseph J. Law- 
ler. Third Assistant Postmaster Gen- 
eral. is just one more example of the 
splendid cooperation business mailers 
vet from the officials of the Postal 
Service. We suggest that you “clip” 


POST OFFICE 


EDWARD N. MAYER, JR. 
DMAA Past President 


By: 





and file the letter itself... it’s official 
and may come in handy when you 
do your own testing. 


“Your statements concerning the payment 
of an annual fee of $10.00 in connection 
with the mailing of third-class matter at 
the special rates prescribed by the law 
which goes into effect on January 1, and 
the problem which this presents in cases 
where mailing lists are tested, have been 
noted with svmpathetic interest. 

“We have received similar statements 
from other persons and concerns who 
follow the practice of testing mailing lists 
before using them in their entirety, and 
the question of whether the ten dollar 
annual fee is chargeable under such condi- 
tions has been given careful consideration.” 

“As explained in The Postal Bulletin 
of December 2. the $10.00 annual fee will 
be required for each customer for whom 
printing firms, lettershops, etec., print, pre- 





BETTER FORMS? 


Rising is Right 





Here’s Why 


Rising Bond forms have the printing surface 
and the rag content that mean clear and legi- 
ble printing on strong paper. Your printer 
will advise that the best form paper “buy”’ is 
undoubtedly— 


¥ 25% rag 
¥ envelopes in 6 sizes 


f/ excellent printing surface for engraving, 
lithography, gravure or letterpress 


Write for sample brochure to Box P.I.-1, Rising 
Paper Company, Housatonic, Massachusetts. 


WHEN YOU. WANT TO KNOW ...GO TO AN EXPERT! 


Kising Papers 





Rising Bond 
¥ white and 5 colors 
V 4 weights 





ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 








pare and mail, or merely address and mail 
third-class matter at bulk rates under their 
permits for others. The only way, there fore, 
in which payment of such annual fee night 
be avoided in the case of the test mailings 
referred to by you, if made by the owners 
of the lists, would be to treat the test 
mailings as being those of the owne:s of 
the lists and not as mailings of the ros. 
pective purchasers of the lists nor as :nail- 
ings of the persons or concerns who wuld 
arrange to have the owners address t)ird. 
class matter furnished by such persons or 
concerns and mail the matter on beha!f of 
the latter. 


“In other words, if the owners of « list 
will regard the mailing of a reasonable 
number of pieces, say not to exceed 100), as 
constituting their own mailing for the 
purpose of demonstrating to the prospec. 
tive purchaser or user the value of such 
list, and will so inform the postmaster at 
the office where the mailing is presented, 
it will be deemed equitable to accept such 
statement of the owners of the mailing list 
and not require the payment of the $10.00 
annual fee from or on behalf of the prospec. 
tive purchaser or user of the list. 


“This is with the understanding. of 
course, that the list owners have paid such 
annual fee on their own account for the 
purpose of mailing third-class matter in 
bulk at the special rates provided for such 
mailings and with the further understand- 
ing that such owner holds a ‘live’ permit 
to mail such matter and pay the postage 
thereon in the manner prescribed; that is, 
by means of a postage meter, precanceled 
stamps or in money under a ‘nonmetered 
permit’. It is to be understood that under 
such an arrangement the owners of the lists 
referred to will not permit the matter to 
leave their possession after it has been 
addressed but will deposit it in the post 
office themselves in the same manner as 
other bulk mailings of third-class matter 
made by them. 

“There will be no objection to the fur- 
nishing of a copy of this letter to interested 
owners of mailing lists and to postmasters 
at ofhces where test mailings are to be 
presented. It is to be distinctly understood, 
however, that when mailings subsequent to 
the test mailings are presented by the own- 
ers of mailing lists the $10.00 fee will have 
to be paid by or on behalf of each person 
or concern for whom the mailings are 
addressed and mailed.” 

Very truly yours, 
(signed) Joseph J. Lawler, 
“Third Assistant Postmaster General. 
it tt st 

When is a “hump” not a “hump 
seemed to be the all-important ques- 
tion that was stumping mail advertis- 
ers these past few weeks. The new 
third-class regulations, requiring 4 
minimum rate of 3¢ for odd _ sized 
mailing pieces, aren't too explicit. 
They list, among the things that the 
rate applies to: “round, cylindrical. 
or other irregularly shaped pieces or 
packages, and those with contents 
forming a ‘hump’ or which are other- 
wise so uneven as to prevent stacking 
or tying in packages.” 
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Jus! exactly what they mean when 
it cones to “gadget” mailings, which 
may contain anything from a plastic 
apple to a miniature telephone, seems 
open to a lot of argument. And the 
arguivent hasn’t been settled. Nor do 
we believe it will be, conclusively. So 
far the Post Office has only ruled on 
individual cases. The rulings we've 
seen have certainly been more than 
fair. \Vhenever the gadget to be used 
has heen fairly flat the ruling has been 
“no $¢ minimum”. On the other 
hand. when it has obviously made the 
envelope bulge like an overstuffed tur- 
key. (ie 3¢ minimum has been evoked. 
\ sale rule for you to follow in plan- 
ning gadget mailings, if you don't 
want !o pay the 3¢, is to make sure 
that \our gadget doesn’t “raise a suf- 
ficient ‘hump’... to prevent ready 
fastening and tying in bundles.” But 
if you want to be safe rather than 
sorry... and yowre not sure your 
gadget is flat enough to get by the 
regulations . submit a sample to 
the Post Office for a ruling. You'll get 
a fair one... and quickly, too. 


% % 


If you'd like a chart showing all 
of the new postal rates you can get 
one of the best we've ever seen (or 
hope to, for that matter) free of 
charge from Pitney-Bowes, Inc., Stam- 
lord. Conn. Not only does it show 
all of the new rates but it also con- 
tains a comparative chart showing 
the cost of both Surface and Air 
Parcel Post at-a-glance. Send for one 
lor your mail room... it’s really a 
honey. And for a simplified Rate 
Schedule that will fit in your pocket 


cr purse, and is both original in 
design and clever in concept, write to 
Jack Kane of Advertisers Mailing 
Service, 915 Broadway, New York 10, 
New York. 


% % 


By this time next month, we'll have 
plenty to say about the Rate Situation. 
Long before then, it’s quite probable 
that there will be recommendations 
for increased rates made by Postmas- 
ter General Donaldson. It’s also pos- 
sible that by then Congress will be 
considering a new rate bill. Keep your 
eye on the newspapers for day-to-day 
information including the full 
text of the Hoover Committee Report 
on the Pgst Office Department. 


All we can say about THE report 
is: You should find it very stimulat- 
ing reading! 


And while we’re speaking of the 
we think the height of 
something or other was reached in 
the New York Sun, December 29th— 
with a headline that said blandly 
enough “Some Postal Rates Up Janu- 
ary Ist”. 


7 | ) ress” 


Then too, there must be something 
amusing or satirical that can be said 
about the fact that Collier’s has just 
run a two-part article titled “Let’s 
Give the Post Office a Break”—and 
the “March of Time” is about ready 
to release its film on the Post Office 
Department. There must be some- 
thing that can be said for the “timeli- 
ness’ of these two completely 
unrelated events . . . but just at the 
moment we cant for the life of us 
think what it might be! 


FALLACIOUS TESTING 


(Continued from Page 24) 


simple as that and why more people 
don’t clean up in mail order Ul 
never know. 


Incidentally, if we had done some 
testing in connection with this mailing 
I just told you about, we'd undoubt- 
edly have done a lot better. I realize 
that 82% isn't very high and | 
wouldn’t want you to think that I 
think it’s good. If we had done any 
testing, here are some fundamentals 
that I would have wanted us to keep 
in mind: 


1. Test three or four factors at a 
time. You might as well learn 
a lot of things quickly, if you can. 


2. Use only a small part of the list 
until you know where you're 
going. If the total list is 75,000, 
for instance, test two or three 
hundred. You save a lot in pro- 
duction costs and if the campaign 
fails, as it probably will, your 
losses will be at a minimum. 


3. Send one half of the mailing out 
on Monday and the other on 
Friday, 30 days later. In the mean- 
time—well, you ll be able to keep 
busy somehow. 


Larry Chait, in his talk at the recent 
DMAA Convention, said “that the 
Wall Street Journal’s working theory 
is built around the relatively simple 
theme—‘You can’t sell ice boxes to 
E’skimoes’.” 


If you follow the points lve 
brought oul to you today, you won lt 
even want to. 














JANUARY, 1949 





460 W/. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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will do your selling job 


The REPLY 




























REPLY-O LETTERS 







e MORE EFFICIENTLY 
e LESS EXPENSIVELY 
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NATIONAL ADVERTISERS SAY: 


‘Our Reply-O Letters ‘‘An elaborate broadside 
produce between 18% with return postcard en- 
ond 32% replies. We closed produced 8%  re- 
have been able to trace turns. The Reply-O follow- 
$13 millions in business vp produced 24% from the 
from an expenditure of same list."' 

$27,000.00."’ The Mathieson Alkali 


Works, | ted 
New England Mutual o-ks, Incorporate 
Life Insurance Company 


“Up to the present 
writing, the score 
stands: Reply-O — 189 
orders against the ordi- 
nary letter—98 orders.’’ 
Borden's Milk 


To save you time, send along the fol- 
lowing information when you request 
samples. 

Frequency of mailings. 

Average size of mailings. 

Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, N.Y. 


























JINGLE 
BELLS 


The bells were still jingling for 
most of THE REPORTER staff late in 
December. 

We hope that all our reader friends 
had as happy a holiday season. 

Thanks for the many cards you 
sent us. Really wonderful to hear 
from all our old friends . . . around 
the middle of every December. Nice 
to know what they're up to, and how 
they are. 

Some of the cards were unusually 
beautiful. Some .. . just plain un- 
usual. 

One of the cleverest was sent us by 
Green-Brodie, 420 Madison Avenue. 
New York City ... agency for Tele- 
disco, Inc. (television set distributors 
in northern New Jersey). The card 
is 6” x 714”, lithographed in four 
colors on heavy antique stock. Shows 
a DuMont set. Screen is die-cut with 
cellophane backing. Turn imitation 
tuning knob and five pictures 
revolve past opening, wishing re- 
cipient a Merry Christmas. 

Another from Leo Waldman (in- 
surance), 128 West 23rd Street, New 
York. A leather envelope with recipi- 
ent’s name and address in gold script 
on front. Real stamp in upper right 
hand corner for mailing. Inside .. . 
a blotter that looks like kid’s school 
slate. Merry Christmas printed there. 

Then, the VanderPyls of 10131 
Grayton Avenue, Detroit 24, Michigan 
and their clever letter. On letterhead 
of “Claus VanderPyl Inc.” Mocks the 
stereotyped mail order letter . . . 
“With absolutely no obligation to 
you . an old fashioned ‘Merry 
Christmas.” Ete., ete. 

Harry Latz, 95 Morton Street, 
New York 14, New York sent a 6” 
simulated peppermint stick . . . with 
recipients name printed on. Came 
in a typical red net stocking of same 
size. 

From Chicago a card from 
leo Bott. Jr.. 420 Wrightwood 
Avenue, with letters from the alpha- 
bet of alphabet soup in two cello- 
phane-covered holes. Copy reads... 
“We are puzzled as to how to say it! 
We could send you lots of mail, but 
it would all sift down to these few 
letters.” Some were broken . . . so 
one cant be sure . . . but it looks 
like they spelled Merry Christmas. 

Some collection. 





MISS DIRECT 
MAIL A HIT 


Four hundred and fifty of South. 
ern California’s leading adverti-ing 
people attended a highly succes :ful 
costume ball last October 29th , 
in the Beverly Hills Hotel. A jv int 
project of the Men’s and Women’s 
Ad Clubs of Los Angeles. 

The ever-present Life Photo-ra- 
phers were on the spot for a “Life 
Goes to an Advertising Ball” siory 
that will appear soon in “Life.” 

“Miss Direct Mail” was a big hit, 
too. She's Mimi Koumrian of ur. 
roughs Direct Mail Advertising of 
Los Angeles. 





Note clever rural mailbox head- 
dress and envelope reproduction on 
skirt. 

Atsa spirit, Mimi! 


AND... 
NO WONDER 


Following filled-in, multigraphed 
letter was received by a Philadelphia 
manufacturer. 


Gentlemen: 


Some time back you asked for circulars 
and we sent them out but nothing has come 
out of it and we are wondering why. Pos: 
sibly we failed to send or received and 
mislaid or lost in the mails.  Anyliow, 
if not to hand, won’t you please just ‘rop 
a postal or say something on this -j)eet 
and return. 


Remember, if not sure and you wis! to 
see a stock case, we will ship on app! val 
or furnish any ‘and all information de-ired 
and without your being the least oblig ited 
should you require a special case. So «/ten 
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a pleased customer tells us he never knew 
anyone could do for them what we have 
done and yet we've been at it since 1900. 


Glaily we will send another set of 
circulirs with prices and thanking you very 
much. we are sir, 


Sincerely yours, 


Knickerbocker Case Company 
(s) H. H. Labadie, President 
711 West Lake Street 
Chicago 6, Illinois 
P.~ We are adding to our line highest 
qual luggage especially for the sales- 
men. ‘heir families, relatives and friends. 
Ri riers Note: That 
every! ing erystal clear. 


should make 


PHiLOSOPHY 
AND GOOD CHEER 


“l’ipe Dreams” is a slick, 5” x 7”, 
32-pave. external house magazine of 
the (niversal Concrete Pipe Com- 
pan) of Columbus. Ohio. Published 
quarterly, 


Its good, too. 


Just what it claims to be... “A 
Literary Cocktail . . . a little maga- 
zine of American philosophy and 
eood cheer.” 

\ll sorts of interesting stories in- 
side. Essays. Jokes. Cartoons. 

\dvertising and promotion man- 
ager J. M. Millious tells of an offer 
of a free subscription to 2,000 engi- 
neers. purchasing agents and com- 
pany presidents. The explanatory 
letter was frank enough. Admits to 


an “ulterior” motive of public rela- 
lions. 


More than 26 per cent returned 


the acceptance postcards within 15 
days. 


WE'LL STOP 
APOLOGIZING 


\ letter just received from George 
Yakobian, director of George Yako- 
bian \ssociates, 210 St. Clair Street, 
loledo 3, Ohio: 


| cannot for the life of me understand 


why all the apologies for raising the rates 
lor ‘lite Reporter. Speaking for our or- 
Zanizotion, we look forward to receiving 
every issue and invariably I personally 


bene in terms of information with every 


reac 


(Continued on Page 34) 
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MEET DEADLINES ... KEEP DATES! 


MEMO-DATE 
CALENDAR 


| 15 MONTHS 
EACH MONTH AT-A-GLANCE! 


PLUS TESTED DIRECT MAIL §$ OO0 

















IDEAS AND POSTAL GUIDE 


Here’s a new calendar for advertising 
and business executives, copywriters, 
production and promotion men! It’s 
designed to note dates, deadlines, en- 
gagements fora full month at-a-glance. 
Fifteen months. Sturdy 10x12 pages, 
spiral bound for easy flipping. Each 
day boxed off with space for notations. 
Plus small calendars of 2 previous and 
4 following months on each page. 


Valuable Direct Mail Guide Included 


The backs of each calendar page list 
concrete ideas and money saving meth- 
ods developed by the outstanding di- 
rect mail users in America. Devices to 
improve attention value — ratings of 
reply devices—ranking of colors, re- 
production processes, etc. Report on 
new postal rates, method of “cleaning” 
lists, also included. Dozens of tested, 





known facts based on millions of 
mailings. 


Unique Money-Back Guarantee 


This is not a money-making propo- 
sition. We couldn’t afford to package 
and mail this calendar for $1. We're 
doing it because our name and services 
appear on the calendar and it may 
serve as a reminder to “call on Mail- 
ings Incorporated for mailing lists.” 

Just clip one dollar to the coupon. 
Try the Memo-Date Calendar for a 
month. Study the direct mail recom- 
mendations. Then, if you find the Cal- 
endar isn’t well worth the one dollar 
you paid for it, don’t return it, keep it 
—notify us that you want your dollar 
back—no explanation necessary—and 
your dollar will be refunded without 
question. 


MAILINGS Incorporated 


25 West 45th Street, New York 19, N. Y. 
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! MAILINGS Incorporated 

| 25 West 45th St., New York 19, N.Y. 

l . , , , 

" _ Send me_____Memo-Date Calendars at $1 each for which remittance ts attached. 
: If not completely satisfied, I will keep the Calendar, notify you within 30 days and 
' the full purchase price will be refunded. 

1 

i Name 

! 

Company 

Street iaiiiliaiaitabiadin ‘ 

! , 

i City _— ae _ Zone State 

i 
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45 Astor Piace 


John Wiley, Inc., used all of 
our FF list. It clicked. They 
used it again on another pro- 
motion. It clicked again. And 
on a third, too, the list pro- 
duced equally good results. 


Industrial list Bureau 


THE HOUSE OF TESTED MAILING LISTS 


GRamercy 7-5169 


New York 3, N. Y. 
























LETTERSHOP TRAFFIC 





A “horse-and-buggy” traffic system slows 


lettershop work to a crawl. And 


in 9 


cases out of 10, there’s no excuse for 


such waste. 


Not when ALL PURPOSE Mailing 


Equipment is able to route lettershop 


trafhe with 4-lane highway efficiency. 


The ALL PURPOSE way is the time- 


saving way to handle mail and printed 


matter in large volume. Lettershops and 


mail rooms all over the United States 


prove this every working day. 


There’s an 
sentative near 


have him call. 


ALL PURPOSE 
you. We'll be 


Ask for the latest 
ALL PURPOSE 
catalog. 
it features time- 
saving lettershop 


eauipment. 


repre- 


glad to 





ROLLING ALONG A 4-LANE HIGHWAY, 
_OR DRAGGING DOWN A BACK ROAD? 





ALL PURPOSE Travelling Rack with 


*Hook-on” Trays. 


All Purpose Metal Equipment Corp. 
258 Mill Street, Rochester 4, N. Y. 


All Purpose 








I’m glad to renew my subscription —for 
two years—for which I am enclosing oyr 


check. 


(Signed) George Yako tian 


BUILT LIKE 
A MACK TRUCK 


Remember back in June of this 
year... when THE REPORTER ran a 
story titled, “Humor ... and Direct 
Mail”? Written by L. KE. Matzner. 
advertising manager of Mack-liter- 
national Motor ‘Truck Corporation, 
Impire State Building, New York. 
Mostly about the clever illustration 
of “The Bus of Tomorrow” which was 
in center spread. 


Last sentence of the article read 
... With this in mind, we are plan- 
ning to steadily increase our Direct 
Mail advertising.” 


Just checked up with Leonard to 
find that Mack really ts boosting its 
Direct Mail efforts. 


In November, Mack’s 600 dealers 
received a big (101%4" x 134%) kit 
titled, “To Help You Sell More Macks 
. . . Mack Dealer Cooperative Adver- 
tising Program.” On brown. stock. 
printed with red and black inks. 


Inside pocket holds six, 6 x 8!2. 
two-color, dealer-imprinted __ sell- 
mailers. Stapled to right-hand page 
of portfolio 24 newspaper ad 
proofs. Six different ads, each in 
four sizes. 


Also a two-page letter from Leon- 
ard Matzner, explaining what the 
program is all about and how the 
Mack advertising department is going 
to handle the campaigns. Tells what 
the dealer can do to help. 


The dealer has his choice of either 
1) having all six mailing pieces sent 
to his list; 2) placing any number 
of the ads in local papers or 3) a 
combination of both. 


If the Direct Mail campaign is de- 
cided upon . . . the dealer forwards 
mailing list (they usually run from 
50 to 500 names) to the New York 
ofice. Monthly mailings emanate 
from there. This eliminates the 
chances of erratic, local “Ill do it 
tomorrow procedure. And _ saves 
him the trouble of addressing and 
mailing. 


Mack also takes care of placing 
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dealers local space advertising. As 
soon as Mack’s agency (Doyle, 
Kitchen and McCormick of New 
York) gets schedule from dealer .. . 
he can go on about his business. 
Becau-e insertion, billing, etc., will 
be taken care of by Mack advertising 
departinent and agency. Certainly a 
painle-s way of advertising. 


Co-is in this cooperative campaign 
are. as the name implies, shared by 
both parties. Here’s how: 


Each dealer is billed $10 extra for 
each chassis sold, this sum to be 
place! in the dealer’s own Coopera- 
tive I/vertising Fund. The company 
then adds $5 out of its pocket to the 
dealer s $10... bringing the amount 
to Slo per truck sold. 


Amount accumulated in this fund 
over the previous six months is noted 
on order form in the personal kit. 
If newspaper space is to be used... 
the dealer checks with local paper for 
space rates and relays on order form 
to Mack. But if the Direct Mail pro- 
gram is chosen... all necessary in- 
formation is already on order form. 
Shows cost of series of six mailings 
(o4c per name... or 9c each). That 
includes the mailing piece, imprinting, 
addressing and mailing. 


Though only 9c of the dealer’s fund 
is spent for each name, the cost to 
Mack is l6c. That’s a 7c subsidy paid 
by Mack. 


Those dealers who feel that they'd 
like to spend more on advertising 
than they've accumulated in_ their 
kitty . . . may make up difference 


with check. 


Kach of the Direct Mail pieces is 
printed in a different second color. 
And each has different fold, layout 
and theme. One sells Mack Service. 
Another titled “What’s Behind All 
his?” shows how the Macks are 
made. Versatility in truck design is 
emphasized in a couple, with pix of 
many different kinds of chassis .. . 
from all over the U. S. Another titled 

“They ve Worked Their Way Into 
the Language” plays up the phrase 


“Built Like a Mack Truck.” 


Program has just started to roll 
- so naturally impossible to ascer- 
tain effectiveness. But it should be 
very inte resting to see what results 
Leonard hears iis dealers are getting. 


Vell pass the word . .. as soon as 
we k) OW, 


JANUARY, 1949 




















WHO OPENS 
THE MAIL? 


Chester A. Gile of Minneapolis 2. 
Minnesota wanted to get some fig- 
ures on what happens to mail re- 
ceived by sales managers. He mailed 
a questionnaire. Here's his interest- 
ing report: 

Only nine per cent of executives in the 
sales manager category receive their mail 
unopened . . . my mail survey revealed. 





Letters and questionnaire postal cards 
were mailed to 157 members of the Min- 
neapolis Association of Sales Managers. 
Two letters were returned as_ undeliver- 
able. Replies were received from 81 mem- 
bers, or 52% of the delivered mailing. A 
very fine response. 


Only seven members reported that all 
mail reaches their desks unopened. This 
is 8% of the number of replies received. 

Twenty-three cards stated that all of the 
mail is opened by others, or 27% of the 
total. 

Fifty-five members reported that some 


(Continued on Page 36) 





Here’s How 


You Can Cut 
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’ Get Your . 
\ Plates 














Plate Cost 
oh c-Si ok- 3 B- i 
: 
i 
f 
Now -— with the price of metal soaring — Plastiplate combines the best qualities’ 
is the time to let Remington Rand's of metal plates with the economy of 
revolutionary Plastiplate* cut your dupli- plastics to produce an unequalled plastic 
cating plate costs. plate for office offset duplication. 
Plastiplate ends your regraining prob- 
Why Plastiplate is BETTER lems, and is much easier to sensitize, ex- 
pose, and print than any other plate. 
| 1 This is because its “no grain” surface 
P is unaffected by humidity, 1s easily senst- 
Ye tized by hand, and is permanently free 
— from scumming and oxidation. 
Plastiplate’s “‘no grain” surface (1) resem- va mee 
bles lithographic stone. With it, you repro- This “no grain” surface gives amazing 
duce all the dots in a half-tone, and also contrast and depth in a half-tone by dupli- 
make Direct Image corrections that are non- cating all of the dots, and you also get 
detectable because they do not penetrate the sharpest possible line work. 
the water-and-grease receptive plastic coat- | ; — 
rove Plastiplate’s superiority we 
ing (2). The sturdy plastic-impregnated base- To ~~ P - ty 
stock (3) prevents any stretching or “curl will send you free plates. Just phone your 
up” because it is impervious to water. nearest Remington Rand Inc. office or 
send us the coupon today. 
* Trademark 
_@ mee Cheaper than metal, more dependable than paper — Better than Both! 
ms e ' ee Be 
: Duplicator Supplies Division é 
ba 2N Main St., Bridgeport 1, Conn. E 
- Firm © Send me Photographic Plastiplaies without charge , 
Street C Send me Direct Image Plastiplates without charge. , 
a l use a typewriter and aribbon of _ 
e City State © cloth tabric ©) carbon paper. My offset machine is a w 
« Signed by Mode! No. a 
“© gu ce eG : Sou ce “ 














































a good blanket 



















Sure, direct mail is important, but there is 
more to a complete advertising program. 
Jules Lippit is a recognized advertising 
agency, experts on direct mail, but doing a 
complete job for its clients: 


DIRECT MAIL © HOUSE ORGANS 
SPACE ADVERTISING © PUBLICITY 


Advertising Managers in the New York area 
are invited to take advantage of the facili- 
ties offered by our compact, competent 
organization. Write for literature or ask for 
one of our principals to call. No obligation, 
of course. 

Pree — to advertising 
executives...the “‘Direct 
Advertising Reader's Guide™’ 
and ‘‘Your Direct Mail 


Problem’’. Please write on 
your business letterhead. 


ye 


JULES LIPPIT ADVERTISING, inc. 


130 WEST 42nd STREET, NEW YORK 18 
Wisconsin 7-4861 

















Professional 


MAILING 
LISTS 


Physicians, Dentists, Osteo- 
paths, Drug Stores, Nurses, 
Chiropractors, Chiropodists, 


Veterinarians, Hospitals 


* Corrected daily. 


* Stencil addressing at low 
cost. 


* Write for 
and prices. 


count bulletins 


Fisher-Stevens Service, Inc. 
345 Hudson Street 
New York 14, N. Y. 























of their mail is opened by others, or 65% 
of the total. Of these 55, the number re- 
porting that the mail was received un- 
opened only if addressed by name was 
39, Or 63% of this group. Eighteen of 
the group, or 33%, stated their mail was 
received unopened if addressed by title. 
but without name. Two did not answer 
this question. 


Since 92% of the cards indicate that 
some or all of the sales managers’ mail 
is opened by others, it would appear to be 
of litthe importance whether first class 
postage or third class postage is used in 
sending advertising to sales managers. The 
lower cost favors third class mail of course. 
But there is one factor not brought out 
by the survey. That is, how much of the 
mailed advertising, either first class or 
third, is screened out by the secretary or 
mail clerk. 

It must be pointed out that this survey 
covers executives in offices where there is 
presumably much clerical assistance. The 
results would not apply to mail sent to 
their homes, nor to many other classifica- 
tions of mailing lists. 


SUPER SALESMAN 


We liked the memo attached to a 
reproduction of “letter from the 
editors” page explaining Newsweek’s 
Election Extra issue. Newsweek did a 
great job on this election. Extra plus 
regular issue appeared on the streets 
Thursday. November 4th. 


Here’s the memo: 


Now that the smoke has cleared away 
| thought you might be interested in the 
attached tear-sheet of Newsweek’s Novem- 
ber 15th “For Your Information” page. 


Incidentally, it seems to me. there’s a 
lesson in President Truman’s victory that 
businessmen and advertisers could well 
take to heart: He had something to sell. 


He was told he was licked, but he never 
gave up. He rang doorbells and asked 
for the order. He got it. 


(signed) T. F. Mue ‘ler 
\ ice-president 


The reprint is interesting too . , , 
as it tells how the extra was put on 
the streets. A story in itself. 


MAKING IT CLEAR 


A letter worth reading: 
Dear Mr. Hoke: 


Purposeful or only coincidental’ You 
have the real answer to the Satevepost’: 
tricky cost comparison of space verst- D\ 
advertisins. You have too the implied 
answer to George Kinter’s “What to do, 
Henry?” question in the November issu 
of THe Reporter. 


Yes, you have all the answers. righ 
within the covers of that same November 
Reporter. On page 32 you've credited the 
Post with an effective DM advertising piec 
that probably cost a pretty penny more 
than a post card. The New York Time: 
is doing it too (p. 32) and another mass 
medium, radio, is also using Direct Mail. 
Radio is using it in prize-winning form, as 
your REPORTER notes on pp. 13 and 14 i 
the article on DMAA winners in the radio 
classification. 


The truth is, (and the Post, and Level 
Brothers and the columnist who writes 
for the N. Y. World Telegram know it). 
that the more selective markets are reached 
by trade journals, the most selective mat- 
kets are reached by Direct Mail, and the 
mass, or unselective markets are reached 
by the mass circulation media, newspaper. 
consumer magazine, radio, and outdoor. 

The Space media people know these 
facts—they send Direct Mail to selected 
advertisers and prospects. 


The Time media people know these facts 





County. 


ESSEX COUNTY, N. J. 


One of the richest markets in the United States 


14 of New Jersey's total ratables are concentrated in Essex 


28 States have smaller ratables than Essex County. 





HOWARD BUILDING 








We have available for your profitable use names of 52,000 
Resident Home Owners (95% one family), in three income 
groups and separated by municipalities. 


ESSEX MAILINGS 


NEWARK 2, N. J. 
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the» -end Direct Mail too; they also 
advet their daily program fare to a 
mass idience in the newspapers. 


Th: direct Mail people know these facts 


th buy space advertising in the 
Repo oR and classified advertising in the 
N } imes. 

Ki on battling for truth about, as 
well truth in advertising. We're all 


with l. 


Cordially yours, 
(Signed) Allan R. Brent 


Re ters Note: We'll keep on battling 


for | sense in the advertising field. 
Ther -hould) be no petty” bickering be- 
lwee iw media. Each has a_ place. 

H. Hf. 


DO BLE DUTY 
ME SENGER 


A; unusual method of carrying on 
sene: | correspondence was recently 
work 1 out by Ted Kaufman of the 
Medi.n Company, 60 East 42nd 
Street. New York 17, N. Y. 


Ne chbor Cort O’Day showed it 


to us 
Here’s how Ted works it. 


The letterhead has line running 
down middle of writing page. Me- 
dian’s message is typed on left side 
of line, in triplicate. 


Orizinal and one copy are sent to 
person. Extra copy kept in company 
files. Label is tipped on top of letter 
and reads . . . “If your answer is 
short . . . why dictate? Remail a 
copy with your ‘Yes’: ‘No’: or ‘Tl 
take a million’.” 

Recipient answers the letter on 


right side of the line of the copy, and 
keeps original in his file. 


As soon as Ted receives answer 
on his letter, it’s filed and the copy 
he was keeping is torn up. 

Sa\es space, time and effort. From 
all reports, it’s working out very 
satis! ictorily. Most people like the 
all-around saving. 


HCW TO BE 
CC NFUSING 


H © is an interesting report re- 
cent’ received from C. D. W. Staf- 


(Continued on Page 38) 
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It’s OUR BUSINESS 
to Help YOUR BUSINESS 


SEND FOR THIS 
FREE BOOKLET 














you, we at 





First Class Services for 
All Classes of Mail 
MAILING LISTS 
Compilation Maintenance 
MULTIGRAPHING 
MIMEOGRAPHING 
ADDRESSING 


Hand Typewritten Stencil 
MAILING OPERATIONS 
MAIL SURVEYS 











To make certain that the postman’s “homing” ring means more business for 
A.M.S., through the operation of specialized mailing services, aid 
and abet your out-going sales strategy. May we help you dispatch your 
next mailing? Call or write .. 


. well be happy to serve you! 





ADVERTISERS MAILING SERVICE, INC. Kane-Kiernan Organization 
915 BROADWAY, NEW YORK 10, N. Y.—TELEPHONE AL 4-6666 








READ THE PROOF 


In a letter dated November 16, 
1948, one of the “students”* in my 
Direct Mail Course asked for per- 
sonal advice on a mailing problem. 
Het got the advice, but I’d like you 
to read parts of his letter 
remarks that were unsolicited: 


“Incidentally, | am enjoying your 
Course very much. | only wish the 
sections would come through faster. 
The other day while looking back 
through some of the sections, | 
was frankly astounded to see the 
wealth of material which | had not 
as yet assimilated; and | spent 
several profitable hours reading 
certain parts over again. | plan to 
do this from time to time. 


“There are one or two sections of 
your Course that are well worth 
your entire fee. | have purchased 
practically every book you have 
recommended, and have enjoyed 
most of them; but your Course has 
the answer, and | hope that many 
more of those interested in Direct 
Mail will subscribe.” 


The Course will continue indefi- 
nitely. New groups are being 


* | will not, at any time, reveal the names 
of those taking the Course .. . but this 
particular “student” is far advanced in 
business. His words of approval are more 
powerful than any description we could 
write. 


started at two week intervals. And 
since the Course is now completely 
written . .. 1 have more time for 
corresponding with individual en- 
rollees, correcting letters, and 
answering questions. 


The fee for the year’s program 
is $115.00 in advance, or partial 
payment terms can be arranged. 


Send your application to me per- 
sonally either to 708 Ring 
Building, Washington 6, DB. C., or 
17 East 42nd Street, New York 17, 


New York. , 


A few months from now, you 
too will be talking like the “stu- 
dent” quoted above. 


Henry Hoke 



































































































































SAVE MONEY 
ON THE 
NEW POSTAL RATES 


A 24-page booklet that: 

@ Shows how you can save postage, 
speed mail deliveries, use the 
post office effectively. 

@ Summarizes the new 1949 rates. 


@ Explains lst, 2nd, 3rd and 4th 
class mail. 

@ Contains time-saving chart that 
shows postal rates for straight 
third class and Sec. 562 mail — 
figured by 1/8 oz. up to 8 ozs. 


@ Answers such questions as: When 
should you use Special Handling 
and when Special Delivery? What 
are the rates for Air Mail? For 
Parcel Post? For Catalogs and 
Books? 

A “must" for every advertising, of- 

fice and production manager, secre- 

tary and mail clerk. 25¢ each; 5 for 
$1. Money refunded if not satisfied. 

Special prices for quantity lots. 


. |_oo— So ee ee oe ee ee ee ee ee ee ee oe 


MAILOGRAPH CO. 
DIRECT MAIL ADVERTISING 
39 Water St.,New York 4,N.Y. 





Send me copies of your 
24-page booklet,"Postal Rates 
- & Pointers," for which I en- 
close $ 








Individual 





Company 
Street 
City 











Money refunded if not satisfied 












How many thousands of 
NEW MAIL ORDER 
SUBSCRIBERS 


do YOU want for 
YOUR PUBLICATION? 


They can be developed for you 
in a hurry -~- from low-cost tests to the 
“Cream” from 


OVER 100 MILLION CUSTOMERS 
and INQUIRERS of OTHER COM- 
PANIES for ONE-TIME ADDRESSING 


Proven successful method. Cost rea- 
sonable. Results for renewals, adver- 
tisers and ABC pleasing! 

“MOSELY has the Mail Order LISTS” 
~and 13 years’ EXPERIENCE in 
serving America’s leading Publishers 
and Mail Sellers. 


Write Dept. RE-1 









SELECTIVE LIST SERVICE 


38 NEWBURY STREET - BOSTON 16, MASS. 
MAIL ORDER LIST HEADQUARTERS 


NEW MAIL ORDER SUBSCRIBERS 
in VOLUME 











ford, director, Endocrines-Spicer, 
Ltd., Watford, Herts., England: 


Your interest in good Direct Mail goes 
hand in hand with your interest in bad 
Direct Mail. You will be amused at the 
enclosed example of a letter which I re- 
ceived the other day. It is advertising a 
commodity which is virtually unknown in 
this country, that is, Radio Advertising. As 
you will know, no advertising is permitted 
over the British Broadcasting Corporation 
stations, which have the monopoly of 
broadcasting in the British Isles. Sut 
there are one or two stations on the Conti- 
nent which transmit special advertising 
programs to listeners in this country. It is 
this service which the letter is intended to 
advertise. Because it is something new to 
British advertisers, the letter should have 
been particularly clear and straightforward. 
Each of the three paragraphs in the letter 
consists of one sentence only, and it pro- 
gresses from obscurity to virtual incompre- 
hensibility. 


THE REPORTER agrees with Mr. 
Stafford . . .. and likes his descrip- 
tion of the following letter written 
on letterhead of Transcriptions, Lim- 
ited, 17 Cavendish Square, London, 


W.1, England: 
Dear Sir, 


We are experiencing the successful re- 
iteration of Radio Luxembourg which is 
proving of immediate interest to several 
of our client’s, we have therefore felt it 
necessary to compile the enclosed data for 
advertisers who appreciate the value of 
Radio Advertising hence we are submit- 
ting the enclosed for your approval. 


Since payment for air-time is acceptable 
in sterling, the increasing number of clients 
find the appreciable audience of great 
value for the establishment of an excellent 
purchasing market, who receive the im- 
pact of a sales message in a form that has 
hitherto been made and presented in other 
forms of media. 


By the fact that we should be favoured 
by a request from you to devise a presenta- 
tion for your product, which can be pro- 
duced for audition in our Regent Street 
Studio’s—-under no obligation, we natur- 
ally feel that this communication will be 
of interest to you. 


Yours very faithfully 


C. F. M. Bailey-Watson 


Managing Director 


Reporter's Note: The way to avoid 
“virtual incomprehensibility” «is to ; 
know what you want to say, and then say 
it simply. 


STICKY 
MESS 


Here’s a note from Dick Kline. 


























got FL] to spaie’ 


EUREKA'S #9 


DUPLISTICK Rs 
CUT Direct M il 
Addressing Tl: \E 


That's all it costs od. 
dress one Duplistick: — with 
Eureka's fast stem 
for loweri g ad. 
dressing costs 











Check these advantages: 


® Helps keep lists up to date! 

® Used on all type duplicators! 

® Exact registration with master copies! 
® Special process gives sharper legibility! 
® No special skill or equipment required! 
® Gets mail out on time! 


. R > F Descriptiye Folder 


and Sample OR, 


ask your stationer for 


7 5c package — enough 


to address 1050 
EUREKA SPECIALTY PRINTING CO 


mailing pieces. 
hid delaticls Man ae E 




















SAFETY 
WIRE CLASP 
SAVES PAPER, 

TAPE, TIME 






2 fOr 
Postal 
Shipments 


No Wrapping—No Tyirg, 
65 sizes—1,000,000 boxes in 
stock for immediate delive:y. 

—Send for Catalog:e. 

THE 





BOX COMPAR Y 


Main Office New York C fice 
Attleboro Falls, Mass. 175 Fifth | ve. 


Factories: Attleboro Falls and Taunton, ‘ass. 


MANUFACTURERS OF A COMPLETE LINE 
OF SET-UP BOXES 
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York ll. N. Y. For the trivia de- 
part: ont, this month. 


Dear ‘enry, 


\la oe your readers might be interested 
in 50. housewives on gummed labels! 


Dick Kline 
Ps Hope nobody gets stuck. 


‘tration here should explain. 


QUESTIONNAIRE 
FOLLOW-UP 


Here's copy of one side of a two- 
», square questionnaire 
mailed by Wetzel Brothers, printers 
and lithographers, 444 North Broad- 


way. Milwaukee 2, Wisconsin. 


color 51h’, 


(Stencil imprint here) 


I) we have your name, company and 
address correctly listed ? 


2. If not, we'd appreciate your indicating 
the correct information in the space pro- 
vided on the reverse side of this card. 


.» Are you regularly receiving the Wetzel 
lings? 


a 


l. Do you enjoy reading them? 


9 Would you like us to keep. sending 
them to you? 


6. Without committing yourself in = any 
way, do you feel there is a possibility 
of your using our creative, Jetterpress 
or offset facilities at some time in the 


fir! re? 
i Ju in case you'd care to comment, 
wf are your opinions ... pro or con 


... on the type of mailings we’ve been 
sending you? 


(Space for comment here) 
Tin two weeks later, this auto- 
mati lly typed, personalized letter 


Was ‘nt out to those who had not 
retus ed questionnaire. 


JAN aRY, 1949 


Dear Mr. Blank: 


Whatever your reason may be, we'll bet 
it’s a good one! 


( ) Been away on a vacation. 

( ) Been resting up from my vacation. 

( ) My pretty secretary forgot to call it 
to my attention. 

( ) Been carrying it around in my pocket 

which reminds me—I better mail 

those letters for my wife! 

( ) Been just too darned busy to take 
care of it. 


We're referring, of course, to the fact 
that we haven’t as yet received your eagerly 
awaited reply to the questionnaire we 
sent you a fortnight or so ago. Remember 
it? The one dealing with our efforts to 
bring our mailing list completely up-to- 
date? 


The inférmation that you and you 
alone—can give will help put our mailing 
list in apple-pie order. So won’t you take 
a minute’s time out—right now—to fill out 
the questionnaire and send it right back 
to us? 


We'll really appreciate it! 


Sincerely, 
Wetzel Brothers 
(signed) Carl Eissfeldt 


Director of Sales 


P.S. Just in case our original question- 
naire has been lost, we’re enclosing another. 


MAIL 
VS. MALE 
COLD TURKEY 


Another “idea” ... sent to us by 


Orville Reed, Howell, Michigan. 


[ can’t understand why so many business 
men have to be sold on the use of Direct 
Mail advertising. 


You'd think they would clamor for it, 
stand in line and wave check books at 
those who sell it, in order to get some of 
it to send to their own prospects and cus- 
tomers, 


I suppose the reason we have to sell 
Direct Mail to business executives is be- 
cause, as a rule, they do not have a clear 
picture of just what it can do for them. 


For instance, with a few hundred or a 
few thousand prospects who buy several 
times a year, it is just simple, good busi- 
ness practice to get their names and ad- 
dresses and keep telling them, month after 
month, the advantages of doing business 
with you. 


That’s what your salesmen do when you 
send them out to call on prospects. They 
make call after call, and by persistent 
contact, finally make enough sales to ju:- 
tify your paying them what you do. 


Well, Direct Mail works in a similar way. 


(Continued on Page 40) 



































































ne 


TTT TT 


“@ 
Y Bee: } 





” 
Es cee 
‘ 





BUNN 
MAIL TYING MACHINES 


Yes, substantial savings keynote the useful- 
ness of the Bunn Mail Tying Machine. 

Today, more than ever, new operating 
economies must be found to offset increased 
labor costs. The BUNN contributes sub- 
stantially towards reducing mailing costs 
by saving up to 150% in tying time. One 
Bunn Tying Machine will equal the output 
of three hand-tyers. 

Twine savings amounting to thousands 
of feet per year are assured with its use. 
The Bunn Tying Machine makes a secure 
tie, then automatically cuts the twine clean- 
ly ...close to the non-slip double-loop 
knot, without waste. 





yx Ties 20 or more bundles per minute 


yy Ties small or large bundles—No ad- 
justments necessary 


vx Ties mail securely—Meets Postal 
Regulations 

wW Ties Parcel Post packages—No ad- 
justments necessary 

vx Pays for itself in a few months 


You'll Be Wise To 
“Tie Up” With BUNNI 


WRITE FOR COMPLETE INFORMATION. .. Today! 












B. H. BUNN COMPANY 
7601 VINCENNES AVE. 
CHICAGO 20, ILL. 












































How can you 
SELL them 
unless you 





This Elliott Cardvertiser is the only machine in 
the world that both prints and addresses Post 
Cards and its speed is spectacular. 

The period of hard-to-get Merchandise is chang- 
ing to a period of hard-to-get Customers —and 
it is time for all business men to consider what 
and how they will advertise. 

Newspaper and costly mail advertising is dom- 
inated by big business. But if you have the ability 
to compile a mailing list and tell your story on a 
penny post card, this Elliou Cardvertiser will save 
your business because it will get hundreds of ac- 
curately addressed and perfectly printed post 
cards into your nearest mail box within one hour 
of the moment you conceive the thought. 

May we send you copies of letters showing how 
the Elliott Cardvertiser has saved and built many 
retail businesses selling exactly what you sell ? 


The Elliott Addressing Machine Company 
127 Albany Street, Cambridge 39, Mass. 











































THE STRONGEST LINK IN 
THE MAIL ORDER PROMO. 
TION OF ANY PRODUCT IS 
THE EFFECTIVENESS OF THE 
LIST USED. 


WE CAN SUPPLY 
CAREFULLY SELECTED ON 
THE BASIS OF CUSTOMER 
PURCHASING PREFERENCE. 


WILLA MADDERN 
LIST BROKER 


215 Fourth Ave., New York 3, N. Y. 
Gramercy 3 - 3440 


LISTS 














Only it usually calls more frequently on all 
prospects and customers than a salesman; 
it tells exactly what you want to tell your 
prospects and customers, and it does a 
great deal of the “cold turkey” and “mis- 
sionary work at less cost than a salesman 
can do it. 


SMART-ALECK 
REPORTING 


The following item appeared on 
September 30th in the New York Star 
as part of a column edited by John 
S. Wilson: 


REVENGE. One of my colleagues, fed 
up with direct-mail advertisers, has devel- 
oped a fine new game out of his annoy- 
ance. Instead of throwing away sales let- 
ters, subscription forms and other luring 
literature, he sets aside those which are 
accompanied by addressee-will-pay-postage 
envelopes. Then he stuffs the form letters 
and cards into the postage-paid envelope 
and mails everything back to the sender. 
High score so far: Ten in one week. He 
suggests one precaution for prospective 
players: Don’t send back anything that has 
your own name on it or you'll have sub- 
scribed to 17 magazines before you know 
it. That’s why he doesn’t want his name 
used here. The advertisers would stop 
sending him letters and he couldn’t play 
the game any more. 


Yes, Mr. Wilson . . . the adver- 
tisers would like to know the name 
of your smart-aleck “colleague.” So, 
also, would the Post Office Depart- 
ment. If the hard-boiled and efficient 
postal inspectors find your “col- 
league’ he will find that it is against 
the law to use permit business reply 
envelopes for anything other than 
the purpose intended. The business 
reply permit privilege is a boon to 
all business people, including pub- 
lishers, which includes your own 
newspaper. 


In your thoughtless article 
you seem to be condoning an illegal. 
unbusinesslike and childish act. You 
should be ashamed of yourself and 
your colleague . . . in case they are 
not one and the same person. 





When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 
WM. F. RUPERT 


Compiler of national birth 
lists EXCLUSIVELY for the 
past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 











SAWDON SELF-MAILE 


THE 4-IN-| UNIT FOR EVERY DIRECT MA 


OUTGOING ENVELOPE, SALES LETT 
ORDER OR REMITTANCE FORM, 
RETURN ENVELOPE. 


DELIVERED PRINTED,FOLDED, AND SE 
READY FOR ADDRESSING. 


WRITE FOR SAMPLES AND INFORMA 
The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, 








ape 100,000 ra 


SELECTED OWNERS OF U. S. PLEASU £ 
CRAFT AND PRIVATE PLANES 


17/-Male 


Purchasing Power Lus ivy 
Travel 


Adrenture Technica 

Entire list completely  circulari ed 
every 60 days by our own publicatic ns, 
97% ° address accuracy guaranteod. 
LISTS THAT PAY OFF. SEE YOUR BROKER 


BOAT & EQUIPMENT NEWS 
224 East 41st Street, New York 17, N. Y. 


AIRCRAFT & EQUIPMENT NEWS 
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That Sell by Mail 





Let us put to work for you certain “magic” 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
Plaza 7-1355 











CLASSIFIED ADS 





ADVERTISING AGENCIES 





SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how. 
Martin Advertising Agency 
15P East 40th Street New York 16. N.Y. 








THE REPORTER OF DIRECT MAIL ADVERTI: ING 


DIRECT MAIL LETTERS 





LETTERS BY GEORGE! Guaranteed to 
outpull your present mailings. George 
Feltner, Box 4207 So. Station, Denver, Colo. 


————— 





FOR SALE 

INSERTING AND MAILING MACHINE. 
Model 10-A, capacity 4000 per hour. 3” 
x 9. Inserts, counts, seals, stamps.  \uto- 
matic shut-off for double feed or jam: ing. 
Used four months. Suburban Propan: Ga: 
Corporation, Whippany, New Jersey. \hip- 
pany 8-0500. 





— 


5 L. C. SMITH STENCIL CUT ING 
MACHINES. Series 2030000. Perfec con 
dition. $150 each. Tradetype, Inc. 2! 
Seuth Grove St., Freeport, N. Y. 





——— 
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husetts Envelope Co........ 641 Atlantic Ave., 
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vdon Company, Inc...... 480 Lexington Ave., 


lailings.. 





DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING & MAILING EQUIPMENT 
se Metal Equipment Corp.. ...258 Mill St., Rochester 4, N. Y. 


ADDRESSING SERVICE — TRADE 


it and Associates, Inc...... 8729-78th St., Woodhaven 21, N. Y. 
Typing Service........ 68-12 Roosevelt Avenue, Woodside, N. Y. 
D.. ccetadedesnesedesnnn seeds 3902 - 9th Ave., Brooklyn 32, N. Y. 


ADVERTISING SPECIALTIES 
ng Specialties Mfg. Co....218 East 89th St., 


AUTOMATIC INSERTING 


llivan, Neibart Associates. .381 Fourth Ave.., 


Brooklyn 12, N. Y. 


New York 16, N. Y. 


BLOTTERS 
ng Specialties Mfg. Co...... 218 East 89th St., Brooklyn 12, N. Y. 
BOOKS 
ks Ds 6e6. ce0ecdeneanes 708 Ring Bidg., Washington 6, D.C. 
BUSINESS FORM CREATIONS 
WR. ok: 0000eaeesasn 3304 Grimes Ave., No., Minneapolis 12, Minn. 
- 
CARDVERTISER 


tt Addressing Machine Co..127 Albany St., 
DIRECT MAIL AGENCIES 


Cambridge 39, Mass. 


rend Company, Inc........ 325 East 44th St., New York 17, N. Y. 
666-66 s kbs weeenenend 22 West 48th St., New York 19, N. Y. 
0 Er 633 N. Water St., Milwaukee 2, Wis. 
De 30 Irving Place, New York 3, N. Y. 
pit Advertising, Inc...... 130 West 42nd St., New York 18, N. Y. 
Advertising Agency...... 308 W. Washington St., Chicago 6, Il. 
ie Ts Den senenen se sos 39 Water Street, New York 4, N. Y. 
Products Company...... 150 West 22nd St., New York 11, N. Y. 
See Ge 6 wctcccoeces 38 East 57th St., New York 22, N. Y. 
ales Producers, Inc........ 131 West 53rd St., New York 19, N. Y. 
Wallach Company........ 150 East 35th St., New York 16, N. Y. 
DIRECT MAIL TRAINING COURSE 
Gs 260 0k0sdessennetanwees 17 East 42nd St., New York 17, N. Y. 
ENGRAVERS 
POO, Bic kccnicen<eeacus 460 West 34th St., New York 1, N. Y. 
ENVELOPES 
n Envelope Mfg. Co........ 26 Howard St., New York 13, N. Y. 
Envelope Company........ Post Office Box 1267, Atlanta 1, Ga. 
Envelope & Printing Co.. 125 East 17th St... New York 3, N. Y. 
Hesse Corp........ 4175 N. Kingshighway Blvd., St. Louis 15, Mo. 
Cupples Envelope Co., Inc...... 360 Furman St., Brooklyn 2, N. Y. 
eer 380 Capitol Ave., Hartford 6, Conn. 
lail Envelope Co., Inc...... 15 West 20th St., New York 11, N. Y. 


Boston 11, Mass. 


ndard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 


Envelope Corporation...... 345 Hudson St., New York 14, N. Y. 
States Envelope Company.............eeee; Springfield 2, Mass. 
if Envelope Company...... 1749-81 E. 22nd St., Cleveland 1, Ohio 


ENVELOPE SPECIALTIES 
New York 17, N. Y. 


HAND COLORING 
GE. BD kek cecedenwaees 145 West 45th St., 


LABEL — 
| Machine Company...... 81 - 38th St., 


MAIL ADDRESSING STICKERS 


BOCs POR Gis dc co cccdccecseeces Scranton, Pennsylvania 


MAIL ADVERTISING SERVICES 
ers Mailing Service, Inc ..... 915 Broadway, New York 10, N. Y. 
EMCO Ce. MO. ccccccces 48 East 2lIst St., New York 10, N. Y. 
len Clancy Company ..... 250 Park Ave., New Yerk I7, N. Y. 
ee Pere oe 128 Markct St., Newark 2, N. J. 


New York 19, N. Y. 


Brooklyn 18, N. Y 


MAIL ADVERTISING SERVICES (Cont.) 
Kent Associates, Inc........... ... 30 Irving Place, New York 3, N. Y. 


Mailograph Co., Inc........ .39 Water Street, New York 4, N. Y. 


Mailways........ . 200 Adelaide ‘St.. W., Toronto 1, Ontario, Canada 
Plummer Letter Service. . apni as aaa Box 294, Chillicothe, Missouri 
The Rylander Company.............. 19 South Wells St., Chicago 6, IIl. 
The St. John Associates, Inc........ 71 West 45th St., New York 19, N. Y. 


Willis Services...... .33 West Hubbard St., Chicago 10, Ill. 
Woodington Mail Adv. Ser.., Inc 1316 Arch St., Philadelphia 7, Pa. 


MAILING CONTAINERS & BOXES 


“eee 


ee Hy Te 6 606 000 6s cceesewseocscen Attleboro Falls, Mass. 
MAILING LISTS 
Advertisers Mailing Service, Inc ..... 915 Broadway, New York 10, N. Y. 
Boat & Equipment News. 224 East 41st St., New York 17, N. Y. 
Ge Gs BED beewcese coeececs 55 West 42nd St., New York 18, N. Y. 
D-R Special List Bureau... .......cceees 80 Broad St., Boston 10. Mass. 
eS iti ddnndenedeennneeeaden 49 West 45th St., New York 19, N. Y. 
Dunhill List Company........... .565 Fifth Ave., New York 17,N. Y. 
Ph Oe Ditbcedee Seneendeese 1000 Sutter St., San Francisco 9, Calif. 
Fisher-Stevens Service, Inc... .345 Hudson St., New York 14, N. Y. 
ee aeweneeweueeea 76 Ninth Ave., New York 11, N. Y. 
Industrial List Bureau.............. 45 Astor Place, New York 3, N. Y. 
SE iicccesee cece ews ewes 215 Fourth Ave., New York 3, N. Y. 
Matiimes, ImC.......... - 25 West 45th St., New York 19, N. Y. 
J. R. Monty’s Turf Fan Lists ree 201 East 46th St., New York 17, N. Y. 
Mosely Selective List Service.......... 38 Newbury St. Boston 16, Mass. 
W. S. Ponton, Inc...... 635 Avenue of the Americas, New York 11, N. Y. 
We ee Pe kecnecaneesonseosedann 90 Fifth Ave., New York 11, N. Y. 
James E. True Associates.... 381 Fourth Ave., New York 16, N. Y. 


METERED MAIL EQUIPMENT 


yg ER PPT TTTTITTrTrTrerreireere Stamford, Connecticut 
MULTIGRAPHING 
The Michael Press.............. 145 West 45th St., New York 19, N. Y. 
OFFSET PLATEMAKERS 
Michael Lith Company............ 145 West 45th St., New York 19, N. Y. 
PAPER MANUFACTURERS 
The Champion Paper & Fibre Company................. Hami ton. Ohio 
Hammermill Paper Company..... ....cccccccccscees Erie, Pennsylvania 
International Paper Company....220 East 42nd St., New York 17, N. Y. 
The Mead Corporation........ ..... 230 Park Ave., New York 17, N. Y. 
Rising PAROr COMPANY. .cccccccccccecs West Springfield, Massachusetts 
PLATES & STENCILS 
Remington Rand, Inc................ 2 Main St., Bridgeport 1, Conn. 
POSTCARDS 
Artvue Post Card Company........ 227 Fifth Ave., New York 10, N. Y. 
Reba Martin Kolorcards........ 145 West 45th St., New York 19, N.Y 
PRINTERS & LITHOGRAPHERS 
Pn Tn... sc ceeneeeeess 335 Adams St., Brooklyn 1, New York 
I Se eee ee 112 Broad St., New York 4, N. Y. 
ee ee ee I ck. gcceae eeeue 30 Irving Place, New York 3, N. Y. 
nM  ccaeeseneen 400 North Homan Ave., Chicago 24, Ill. 
The Michael Press.......... 145 West 45th Street, New York 19, N. Y. 


PRINTING pn Ae 
Harris Seybold Company........... 510 East Tist St., Cleveland 5, Ohio 
Rapid Roller Company...  ..........eee. Federal at 26th, Chicago, IIl. 


TYPE FACES 
American Type Founders Sales Corp.............. 
Fototype, Inc.. 


..Elizabeth, N. J. 
Chicago 13, Ill. 


TYING MACHINES 


SS eS UE. ee ee 7601 Vincennes Ave., Chicago 20, Ill. 
TYPEWRITERS 
Vari-Typer.... ..333 Avenue of the Americas, New York 14, N. Y. 





FOR SALE 
LETELY EQUIPPED Letter Shop ALL- 


ect Mail Service. Only one in upper 


AROUND 


| lake region city of 120,000. Ex- sound Michigan 
opportunity to increase present include creative 
of over $20,000 per year. Other outs, effective copy 


- interests require owner's attention. 

tails to interested parties. Address 
The Reporter, 17 E. 42nd St., 

rk 17, 

Y-BOWES AV Mailing Machine in 


cipate. 


Box 11, 
New York 17. 


HELP WANTED — MALE 
direct 
producer wanted as team-member in small 
agency. 
ingenuity, practical lay- 
production knowledge 
Opportunity to parti- 
Earnings restricted by your ability 
only. Write fully. Give salary requirements. 
The Reporter, 


and ease with clients. 


MAILING LISTS 





mail planner and 


ADDRESSING $3.50 THOUSAND 
No charge for our lists 
SPEEDADDRESS BY SPEEDAMATIC 
8-02 43rd St., Woodside, N. Y. 


Ability 


should 





MULTIGRAPHING SUPPLIES 





17 E. 42nd St., 


RIBBONS, INK AND SUPPLIES for the 





it condition. Stamps and seals in 





ration 15,000 letters per hour. Price 

JO. Write Mr. MeGuiness, Frank & 

llth and Market Streets, Philadel- Active Customer 
Penna. | write: George Lenhoff, 


ARY, 1949 


MAILING LISTS 
10,000 WOMEN MAIL ORDER BUYERS. 


Multigraph, Dupligraph and Addressograph 
machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, Ill. 


For full details 
Lincoln 8, Nebr. 
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SHORT NOTES 


(Continued from Page 7) 


shows all products and type of customer 
for whom they’re made. Mailed to cus- 
tomers who are prospects for a variety of 
products. Each of the specialty men also 
carry a supply of catalogs for use on 
buyers. They say results have been fine. 


_ 
eee 


> DUNNO WHAT the devil a Scotch and 
Soda has to do with Direct Mail . 
directly .. . but some of you might like 
to see results of a survey of drinking 
habits in top hotels and restaurants. This 
interesting report was just released by 
Ahrens Publishing Company, 71 Vander- 
bilt Avenue. New York 17, N. Y. This 
annual pre-war survey was discontinued 
in 1942. But is in full swing again. Com- 
parisons are made between 1941 and 
1948. Scotch and Soda is still in the 
No. 1 spot of the “most popular drink” 
parade . . . with Bourbon highball sec- 
ond. But why continue? You can get 
the whole survey by just dropping a 
and asking for a copy. 


line to Ahrens ... 
Jde 


&e ECONOMY IS THE KEYNOTE ... 
for the handling of advertising by “In- 
dustry and Power”, industrial trade maga- 
zine published by Maujer Publishing 
Company, St. Joseph, Michigan. The 
four-color covers of the magazine are 
printed from nickel plates. They used 
to chuck after using. But no more. Now 
theyre used for full-page, feur-color 
insert advertisements . . . and even get 
extra mileage in Direct Mail pieces. 
lor insert ad, a brief message is placed 
in a cut-out in the plate. Since the plate 
cost does not figure in the insert cost. 
the total is about what used to be spent 
for just two-color ads. For Direct Mail 
circulars . . . the backspace of overrun 
insert copies is printed over with appro- 
priate follow-up message. [&P gains from 
the extra attention value of four colors 
... as well as through excellent product 
identification. Results have been very 


satisfactory. 
| 
J @ 


> THE IVEL CONSTRUCTION COR- 
PORATION of 96-20 43rd Avenue, Co- 
rona, New York City ... sent us a copy 
of their 20-page red and black booklet 
called “Handbook of Selling in Three 
Dimensions.” Personalized with simu- 
lated calling card on cover ... and re- 
cipient’s name printed on. The_ Ivel 
people make up displays and exhibits 
for use at conventions, trade shows, etc. 
A real specialty these days. Importance 
of such exhibits is discussed. Illustrations 
of the different types available are shown. 
Only criticism is that there’s too much 
going on on each 8'2” x 11” page. Two 
or three spots, a couple of halftones (in 
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both red and black). printing in reverse 
in black on one side of a spread, in red 
on the facing page. bleeds, ete. Much 
too cluttered up. Could have filled a 
$2-page book. 


e@ee¢@ 


> THE DEPARTMENT OF Commerce 
has a service that should be of help to 
business paper and house magazine edi- 
tors ... as well as to the small business 
man for whom it was originally intended. 
Called “Small Business Aids.” There are 
three types: 1) abstracts of previously 
published material obtained from private 
or government sources; 2) case studies 
of actual small business operations; and 
3) original articles on subjects of current 
interest to small business operators. They 
can be republished in full or summary 
form ... or can be used as foundation 
of original articles. No charge. Almost 
500 “Aids” available. 


e@e@ 


eA GOOD COMMUNITY promotion 
piece . . . is the 28-page booklet pub- 
lished by the Fort Wayne, Indiana 
Chamber of Commerce (see Sales Insti- 
tute story in November Reporter). Cover 
of the 8%” x 11” (stitehed on the short 
side) booklet is reproduction of “pre- 
ferred stock” of Fort Wayne. Inside a 
page-by-page report of each C. of C. com- 
mittee ... with good pencil sketch of its 
chairman. Green and black throughout. 
Fort Wayne’s C. of C. is doing a grand 
job of public relations. 


eee 


> POOR LEONIDAS. In Air Express’ 
latest promotion booklet tithked “Leonidas 
Learns His Lesson” . . . the workings. 
economies and advantages of Air Express 
are brought out by “ignorance” of ship- 
ping clerk, Leonidas. Breezy, informal, 
narrative style. Brown and black, 12 
pages, 6” x 9°, Transmittal memo clipped 
on front has simulated pencil note that 
tells in 11 lines, what it’s all about. 


} | ' 
eee 


> A REMINDER to all Direct Mail 
users. On your mailings, be sure you 
don’t forget to say who and where you 
are. The omissions occur more often 
than one may think. Received a_ nice 
press release and photo the other day. 
All the information was in apple-pie 
order ... except the address.of the com- 
pany. Just happens that THe Reporter 
always gives addresses ... so readers can 
write for articles mentioned. Then an- 
other card sent to K. E. “Kell” Kellen- 
berger, advertising manager of Union 
Switch and Signal Company, Swissvale, 
Pa. . . . asking him to please return a 
certain card. Signed “Donald Steger, 
Executive Secretary.” That’s all. No as- 
sociation or company name. Must re- 
member. busy people have many con- 
tacts ... and can’t always be expected to 
remember names and addresses. 
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> PICTURED HERE is a chart that is 
being used to guide visitors through (ray 
and Rogers agency offices in the towering 
PSFS Building of Philadelphia.  \y hen 
a person arrives at receptionist’s desk 

. . she hands him one of these six 
inch square, one-fold maps with a line 
drawn from where he is .. . to where 
he wants to go. All sextants, compusses 
and navigational guides are now found 
to be unnecessary. 


JJ 


eA LAVISH PHARMACEUTICAL 
mailing piece is seldom reason for ex 
citement . . . as its the rule, not the 
exception. But Abbott Laboratories’ (\. 
Chicago, Illinois) Xmas_ edition ol 
“What's New”... is unusual. Mailed to 
every doctor in the UL. S. The brochure 
is 9°41” x 12%", 60-pages with four colors 
on practically every page. Poetry of Rob- 
ert Frost. Prose of James Hilton and 
Karl Shapiro. Beautiful mounted color 
reproduction of a Rouault. Drug adver 
tising is even in story form. Extravagant 


piece of work. 
JJ 


eB ALLEN, LANE & SCOTT (advertir 
ing) are selling their office building by 
means of a 3-color folder. Sent to us 
by Harrie Bell. Front page has map ol 
Philadelphia streets . . . with bui!ding 
for sale in red. Clean looking. ‘their 
address is 1211 Clover Street, Phila 


delphia 


> THE ONLY VOLUME 1. Number ! 
to cross our desks this month came rom 
the Direct Mail Envelope Compan. 1 
West 20th Street, New York I], %. }. 
Called “The Direct Mailer.” A vell- 
done four-page format that will a; peat 
monthly. 
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CONTACT 


Bold Condensed 


The new ATF type by Riley 


Has the impact without blackness and compactness without 
confusion that make it ideal for news heads and display lines, 
with more readability and “class” than many former favorites. 
Free from mannerisms, but sharp and modern. Condensed, but 
not compressed; skilfully fitted; exceptionally open in counters; 
and lower-case large for its body size. CONTACT in book sizes, 
well leaded, in not-too-great masses, offers interesting style, 
color, and mood. Foundry cast in sizes 8 to 84 point, including 


the useful intermediate size 42 point. 


The Italics are smart in mass or display 


Contact is another ATF face 
available in three-part fonts 
. . . caps, lower-case, and 
figures in separate pack- 
ages. Now in stock at your 
nearest ATF Branch. Ask for 
complete specimen sheets 
and de luxe brochure show- 
ing this fine new face in use. 


American Type Founders 


There is a spiciness to the sharp contrast; a vivacity in the ball-ends 
of some letters; a general air of squareness and forward movement. 
Enough sparkle to attract rather than distract... a slight degree more 
width than the corresponding Roman... remarkably wide counters, of 
which the low-sweeping lower-case e is typical. All these are features 
that make this Italic less a mate to its Reman than a distinctive body 
type in small sizes, a distinguished display type in large ones, either 
regular or reversed. Foundry cast from 8 to 72 point, with special 


characters fonted separately. 


200 Elmora Avenue, Elizabeth B, New Jersey 
Branches in Principal Cities 
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bring your layouts to life... 


print on 


Zconderoga, fext 
foe COVERWEIGHI 


INVITING is the word—for any job done on 

watermarked Ticonderoga Text! Distinctive vel not expensive, this 
International paper can he wend lor every printing process, Laid or 

wove finish, deckle or slain edge, seven colors plus cream and brilliant white. 


For double success, team it up with Ticonderoga Coverweight! 


International Paper Company, 220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 











